3 Ins ly adjustable neck fits 
All Metal Reflector peer standard 3Y%-inch holders. 


Makes possible alternate use 


° of 75, 100 or 150 watt lamps. 
Will Not Break or Peel wart filament ais en 


proper focal position. 





ERE is an unbreakable, all-metal reflector that If you have not yet seen this wonderful new line of 

is absolutely new in its method of construction reflectors, you do not yet know of the sales possi- 
and its lighting efficiency. Pure copper is electro- bilities it offers you. Write us today for complete 
lytically deposited on pure silver, giving a reflecting information. We guarantee the silver reflecting sur- 
surface of unusual efficiency plus a reflector that will face indefinitely. If one is ever found to crack or 
give years of service. peel, we will gladly replace it free of charge. 
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A Perfect Product 
For More Than 
8 Years! 


Not a single “Pittsburgh” Reflector 
made since 1916, when we began using 
our secret process of copper backing, 
has ever been reported to us as hav- 
ing the silvering tarnish or discolor, 
or the backing crack, check or peel. 
Back of this marvelous 8-year record 
there is our 5-year guarantee, shown 
below. 


“@Piutsbursh” 
pitfspurss 
SILVERED 
EFLECTOR 


have achieved a wonderful record of perfection in manufacture. 









The introduction of the type “C” lamp made it impossible for 
the reflectors of earlier days to withstand the strains and stresses 
of such intense heat. But we solved that problem. 


“Pittsburgh” Reflectors represent many years of specialization 
in the art of show window lighting. This long experience has 
given us a fund of information that will help you get the best 
results. 


The “Pittsburgh” line includes Reflectors, Windo-Spot, Color- 
Lite, Easy-to-Install Conduit. etc. Your use of this equipment 
will give you the highest degree of lighting efficiency and a 
length of service that will insure your complete satisfaction. 


Write for free booklet-—‘Show Window Lighting.” Also send 
us a rough pencil sketch of the floor plan of the window to be 
lighted, marking on it-the length of the glass, the distance from 
glass to background, from floor to ceiling, from floor to transom 
bar (if any), and height of background. We will then offer sug- 
gestions for the proper lighting of such a window and send an 
estimate of cost. 


oe PITTSBURGH REFLECTOR CO. 


(Formerly Pittsburgh Reflector & Illuminating Co.) 


Five-Year 
G ' 403 Bowman Building 
mararmse 3rd and Ross Streets Pittsburgh, Pa. 
We absolutely and uncon- BRANCHES: Chicago (new address), Clinton and Washington Streets 
ditionally guarantee that New York, 145 West 41st Street at Broadway 
the backing on “Pittsburgh” 
silver-plated glass reflectors REPRESENTATIVES IN 
will not crack, check, nor Philadelphia Baltimore 
peel, and that the silver will Syracuse Cleveland Louisville 
not tarnish during ‘a period Des Moines Salt Lake City San Francisco 
: F d ¢ Seattle Los Angeles Toronto 
O ve years irom date o Montreal Havana Mexico City 
purchase. Jacksonville, Fla. Dallas Charlotte, N. C. 
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and the New Ones we 
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KOESTER SCHOOL 
DRAPES on girls of the 


Popular musical play 


No, No, Nanette 


These drapes of Puritan Silks were draped by Mr. Will H. Bates, in- 
structor of draping at the Koester School, on Miss Lillian MacKinzie, 
one of the leads in the No, No, Nanette Co., and Miss Winifred Verina, 


The Koester School an English dancer in the same play. 
Book of Draping c 





These drapes can be made by anyone who has had Koester training. 
Shows over 1,000 drapes, 


complete information, 


lessons, etc., used as text Expert Knowledge iS needed 


book in the 


school. 384 * 6 ° 

mares. sent $4.00 in the draping of Fabrics 

prepal or 

Send money with order. A good drape has an irresistible appeal to the woman; a poor drape will 
repel her. No display man can conscientiously feel that he is an expert 
until he can drape fabrics in the latest style and have them appear as 
attractive and finished as those pictured above. 


Four or eight weeks spent at the Koester School will graduate you from a 
complete course in Window Display, Advertising and Card Writing. 


THE KOESTER SCHOOL 


7 314 S. Franklin St., Chicago 
Situated in the Window Display Center of the World 
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mation. Read and pass on to 


next name designated. 


ee ee 























__ THE TAYLOR. COLOR 


THE DISPLAY WORLD 


4, NEW POWER IN COLOR ! 








January, 1925 














GIRLS’ VOCATIONAL SCHOO! 
SLLINOIS AND ARCTIC AVES. 
Anantic City, N, J 


For the type of work I am doing here 
with both student and adult evening 
Classes, the Taylor Color Harmony 
Keyboard is valuable, giving us com- 
binations which,in our regular study 
of Color,would be limited. The Taylor 
System is not a substitute for the 
thinking process in Color analysis, 
but a power for ever-increasing in- 


terest and ~~ ae A 
Grace Holton 


Monmoe Mate 
State Normat Scnoor. 
euewEy WAsniNeTON 


We are using the Taylor System of 

Color Harmony in our Costume Design, 
Dresemaking, and Millinery Classes, 
and we find it helpful and interest- 


 Cacckh (tate 


E¢ith W. Patterson- 


I find the System very practical and 
above all,the simplicity of manipule- 
tion is a big factor in its favor. 
Good Color is a decided commercial 


asset. Cunt ? Z 
Carl Leuschner. 


Carnegie Institute, Pittsburgh, Pae 

Drexel Institute of Arts, Philadelphia,Pa. 
Fashion Academy, New York City. 

Haaren High School, New York City 

Hooker County High School, Mullen, Nebre 
James Milliken University, Decatur, Ill. 
Manhattan Evening Trade School, New York 
Mechanics Institute, Rochester, N.Y. 
Murray Hill Vocetionel School, New York 
New London Vocational School, New London 
Onio Wesleyan University, Delaware, Ohio 
Patrick School of Millinery, Kansas City. 
University of Cincinnati, Cincfnnati, Ohio 
University of Idaho, Boise, Idaho. 
University of Illinois, Urbana, I1l. 
University of Kentucky, Lexington, Kye 
Beiverst ty of Missouri, Columbia Moe 


men. 











University of North Dakota. Grand Forks,N.D. 


COLOR HARMONY EASY AND CERTAIN 


BY USING THE TAYLOR PATENTED COLOR CHART 


Powerful, harmonious color effects constitute the biggest secret of successful display execution. 
You can be a master of color by using the Taylor Color Chart. 
Provides thousands of attractive and effective color combinations. 
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I have seen a group of designe made 
under the teaching of Miss Conine, 
South Righ School, making use of the 
Color schemes suggested by the Chart, 
that show conclusively how, wider 
wise direction the System can be used 
for growth in keeness of Golor percep- 
tion by a whole class. 


WEST HIGH BCHOOL 
WEST PWT AVENUE AND FOX STREET 


My students are enjoying the Taylor 
System of Color Combinations. It is 
gratifying to the teacher to have them 
go to the Chart, and select combina- 


- tions on their own initiative, ingtead 


of the eternal question, "What Shall f 
Use?" 


hey are much more independent in select- 
ing good color schemes since we have had 


the chart. Xa 
J oa 
vita a 4 
Rose M. Jongan. 


WASHINGTON UNIVERSITY 
SAINT LOUIS 


In connection with the presentation 
of the subject of Color, the Taylor 
System was explainec in detail and, 
in order to be very sure that every 
student understood the System, an 
assignment was given in which the 
student worked out all of the three- 
color combinations, and a seven-color 
combination from one designated key 
color. 


There were 65 students in the ,clasy 
that did this work, ané the work pro- 
duced was a fine, testimonial to the 


simplicity of the Taylor Systen, 
Deniol Ae he 


University of Tennessee, Knoxville,Tenn 


Vocational School, Terre Haute, Ind. 
Vocational High School, Oaklend,Calif. 
Vocational High School, Omaha, Nebr. 
Women's Institute. Scranton, Pee 
Princeton University, Princeton, N.J. 
Temple University, Philadelphia, Pa. 
Vassar College, Poughkeepsie, N.Y. 
Wilmington College Wilmington,, Ohio 
West Side Continuation School, New York. 


Exclusive Agents 


PARE KeXEQARD — 
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Now in use by many leading display 


PATENTED COLOR CHART-—Size, 22x28 inches; reinforced with linen back; shows 96 colors, 
popular and standard; 3 masks; one sheet of pictorial instructions. 
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OEPAR IMENT OF ARCHITECTURE 
UNIVERSITY OF ILLINOIS 
URBANA, ILLINOIS 


{I am using the Taylor Color Harmony 
Keyboard constantly in my classes 
in Color theory. 


‘ord Newcomb. 


THE NEW SCHOOL! 
BosTON ° 


I have expected to see you myself to 
tell you how much we have used the 
Taylor Color Harmony Keyboard. It 
has been invaluable,and Color seems 
more individual, and not the dictates 
of some one person's likes and dis- 


likes. e i 


Ethel M. Gooke, 


Manhattan Evening, Trade School 


At the present time I consider the 
Taylor System of Color Harmony the 
best adapted to Schoolgneeds. 


Dring F) 1 ° 


I have employed the Keyboard on 
various stage settings and costumes 
in the. last three productions of the 
Greenwich Village Follies, and the 
reaction of the public leads me to 
believe that Color Harmonies were 


"the ba ck we CrnJon, 


{+} Murray Anderson. 
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Cinoinnati Museum Asa'eee Cineinnati, 0. 
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amen ben Menominee, Wisce 
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A New Year Full of Promise 


INDOW display advertising enters the 

new year, 1925, with much promise, 

as is fully evidenced by the splendid 

thoughts of the leaders and thinkers in 
this field which are to be found in this number of 
The DISPLAY WORLD, the Second ANNUAL 
DISPLAY REVIEW. 

The past year has witnessed much progress and 
development in this wonderfully effective sales 
medium, much more than our enthusiasm per- 
mitted us to predict in the ANNUAL DISPLAY 
REVIEW of last year. There is now a definitely 
defined interest in window advertising and a recog- 
nition of its sales potency that means much more 
in the way of accomplishment and advancement 
throughout the year 1925. 

The DISPLAY WORLD has just concluded its 
first National Window Display Contest for the 
most powerful selling displays which has brought 
to light an unbelievable efficacy in the selling power 
of well-planned and executed window displays. 

The complete story of this national display con- 
test is deservedly given the lead in this issue, and 
we hope every word of it will be read thoughtfully and 
studied carefully by every reader of this publication. 

It is fitting, too, that we here give glowing trib- 
ute to the winners of this contest, two eminently 
successful displaymen who know how to put the 
selling punch in window advertising, as well as the 
other participants in this contest. Fred A. Gross, 
of the Owl Drug Company, Los Angeles, Calif., 
captured first prize in.the national merchandise di- 
vision, and W. G. Toll, of the Frank & Seder Company, 
took the honors in the general merchandise division. 





The events of the preceding year in the window 
display field and the facts brought to light in The 
DISPLAY WORLD’S unique window display con- 
test, but carries out the wisdom of this publica- 
tion’s accepted slogan for the profession and in- 
dustry, “WINDOW ADVERTISING MAKES THE 
THE PASSER BUY.” 

Greater success and greater power for window 
display advertising is, however, dependent to a 
great extent upon the education of the smaller 
merchants, and this can well be accomplished by 
several agencies now in existence if they will but 
function better. 

In the first place, the trade publications can do 
much and The DISPLAY WORLD pledges its con- 
tinued efforts to the advancement and develop- 
ment of window display practice. 

Secondly, the International Association of Dis- 
play Men has a wonderful opportunity to prove 
its reason for existence and support, and that is, 
by undertaking an educational program. It was 
never in better position to do so, as there is now 
in its treasury a tidy sum to finance such work, 
this the result of the successful convention of last 
year. 

And lastly, the newly organized Window Dis- 
play Advertising Association should’ effectively 
carry out its function in securing a better under- 


‘standing of window display advertising among the 


national advertisers, the producers of display ma- 
terial and the display installation services. 

The co-operation of all these forces in harmony 
and in a constructive way means the ultimate in 
window display growth and development. 
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Displays of Largest Selling Power 
Prove Inspiration to Retail Field 


Merchandising window display contest conducted by The DISPLAY 
WORLD Service Bureau brings to light some remarkable 
sales producing windows during past year 


NE of the greatest achievements in window 
display during the year 1924 was the find- 
ing of the display that sold the greatest 
volume of merchandise, with size of city, 

nature of display, salability of the merchandise dis- 
played, and many other factors taken into consideration. 
This was made possible by the merchandising window 
display contest conducted by The DISPLAY WORLD 
Service Bureau, in which the two major awards—two 
silver trophy cups—are presented, coincident with this 
issue, to the display directors of the two big retail estab- 
lishments, the Frank & Seder Company, of Detroit, 
Michigan, and the Owl Drug Company, of San Fran- 
cisco. These trophy cups will no doubt soon be on dis- 
play in the windows of these stores. 

It was with great difficulty that judges in the con- 


test made the selection of the prize winners. Every 
factor thatenters into present-day window displays had 
to be considered carefully in making up the schedule of 
results froni which the information was obtained for 
the awarding of the prizes. 

Think of a window that sold 15,757 shirts in a single 
day! That’s a lot of shirts! This was the accomplish- 
ment of the front windows of the Frank & Seder Com- 
pany, of Detroit, that, won for this firm the trophy cup 
awarded to the display director of the retail store show- 
ing the greatest percentage of sales directly traceable 
to the windows, showing only regular merchandise, and 
without employing any national advertising or dealer- 
helps. 

And what of a window display that sold 120 electric 
heaters in nine days at $5.00 per heater? Rather 








Window Display by Fred A. Gross, Director of Displays, The Owl Drug Co., San Fran- 
cisco, Cal., That Not Only Sold Electric Heaters but Won Prize in Display World Contest. 
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Displays by W. G. Toll for Frank & Seder Co., Detroit, Mich., Winning Trophy Cup in Display World Merchan- 
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dising Window Display Contest—Center Insert Shows Crowds Buying Shirts as Result of These Displays 


unusual, wouldn’t you say? Here is a product that 
rarely sells at the rate of one a day without window 
display, or even with a unit display in a battery of win- 
dows... Yet the Owl Drug Company, of San Francisco, 
through the clever display work of Fred A. Gross and 
his staff, sold $900.00 worth of these heaters in nine 
days! This came so close to the entry from Los An- 
geles of the May Company that the judges had difficulty 
in computing and averaging the figures to determine 
the winner. But the Owl Drug Company, of San Fran- 
cisco, will soon be displaying the silver trophy cup for 
the greatest volume of merchandising combined with 
national advertising. This cup was offered for displays 
of nationally advertised products only. 

The entries in this merchandising contest, which 





was not announced until the September issue of The 
DISPLAY WORLD, were many and varied, and it 
was not anticipated that there would be such an ava- 
lanche of photographs and descriptive matter submitted 
on such short nptice. Window displays of all forms 
and sizes of merchandise poured in to The DISPLAY 
WORLD Service Bureau. Some of these displays were 
installed in small windows and others were displays in- 
stalled in entire batteries of show windows, or excep- 
tionally unique windows in shape and size. 

One of the requirements of the contest, which closed 
at midnight December 15, 1924, was that each entry be 
accompanied by a sworn statement of the buyer or mer- 
chandising manager of the store. In this way the 
judges were able to determine the figures from the sales 
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resultant from the displays in quick order. Then the big 
work of tabulation began, and there was much mathe- 
matical work before the windows were finally deter- 
mined. The story of the displays which won the awards 
is extremely interesting. ‘The illustrations of these dis- 
plays speak for themselves, but it is an interesting 
achievement to learn just what displays sold the most 
merchandise in any given period during the year 1924, 
for it will spur displaymen on to greater activities 
during the year 1925. Moreover, it has proven conclu- 
sively that windows actually sell more merchandise than 
any other medium of advertising. They sell because it 
is the one point of advertising at the point of sale. 

The results of the contest proved conclusively the 


CRIES 
Sanat Person, 
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adaptability of the slogan adopted by The DISPLAY 
WORLD Servuce Bureau, which is finding such wide 
use in the display field—“WINDOW ADVERTISING 
MAKES THE PASSERBUY.” 

The accomplishment of the Frank & Seder Com- 
pany, of Detroit, was exceptional because of the pecu- 
liar arcade construction of their display windows. A 
row of six island windows faces the sidewalk, permit- 
ting passersby to enter the arcade through six entrances 
to observe the windows covering the entire frontage of 
the store, which is located in the heart of the shopping 
district on Woodward Avenue. The feature of this 
battery of displays was the fact that an entire shirt 

(Continued on page 76) 








Prize Winning Displays in Display World Merchandising Window Display Contest—Upper, Boudow Display 
by Carl W. Ahlroth, for Phe May Company, Los Angeles, Cal., Showing Use of Sanitas Covering—Lower, 


Kitchen Display Showing Use of Same Material. 
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Important Display Strides Predicted 


New Year will see remarkable development, judging by experiences 


of manufacturers of nationally advertised garters 


By JOSEPH M. KRAUS 
Advertising Manager, A. Stein & Company, Chicago, Il. 


INDOW display advertising, during 1925, 
is destined to make important forward 
strides. There are many factors that are 
operating favorably toward such an ac- 

complishment. 

The number of retailers who recognize the economy 
of placing their window exhibits under the direction of 
efficient, amply paid display directors or managers is 
noticeably increasing. 

The organization of displaymen—functioning as the 
International Asscciation of Display Men—is doing, 
and will continue to do, much to place the profession 
of the display artist on the constructively progressive 
and consistently rising plane which its importance 
justifies. ‘ 

The Window Display Advertising Association, 
formed over a year ago, numbers among its more than 
one hundred members some of the foremost figures of 
the varied interests represented in its roster. Manu- 
facturers of display material, window display men and 
service organizations, retailers and national advertisers 
(manufacturers) compose the units of this organiza- 
tion, the functions of which are unified effort, co-opera- 
tive and co-ordinated counsel and the attarmment of the 
utmost in service through selflessness. 

From the standpoint of the national advertiser, the 
future development and progress of window display 
advertising is predicated on the selfsame principle of 
intelligent service which has been responsible for what- 
ever worthwhile results the past has experienced. The 
ultimate consumer is the common benefactor of the 
unified effort of the retailer, the jobber and the manu- 
facturer. Inversely, the retailer, the jobber and the 
manufacturer prosper almost in direct ratio to the ser- 
vice they render the consumer. 

There obviously exists a trinity of interest between 
the manufacturer and the sources upon which he is de- 
pendent for distribution. Hence, the unending effort 
to improve’ his service is that element of supporting 
influence which the manufacturer exerts over the entire 
scheme of selling acomplishment. 

Service embraces an important number of considera- 
tions for the national advertiser. “Place of Sale” adver- 
tising is a very important one—which, of course, includes 
window display. In his plans in this connection the aver- 
age progressive, forward-looking national advertiser,’ like 
A. Stein & Company approaches 1925 confident. of the 
resultfulness of those efforts that are aimed to promote 
the great general interest of all men devoting their experi- 


ence and labor to the building of better window display 
advertising as well as serving incidentally his own ends. 





Paris Garters in themselves are comparatively little 
things—small unit sale items. It would seem difficult, at 
first thought, to introduce the genuine spirit of sérvice into 
the merchandising plans behind a product like this. Yet 
nothing could be simpler. 

“Time for a Fresh Pair?” is the action provoking inter- 
rogation that has dominated Paris Garter national, local 
and display advertising for quite some time, and this 
thought will be emphasized more strongly than ever during 
the coming year. Why? Because everywhere we have 


evidence of the forgetfulness of men that prompts them 
to wear garters totally unfit for the ‘clean sox they are 
appended to, or for the other usually immaculate under 
apparel they are surely akin to. Since forgetfulness is 
the direct cause of what evidently may not only be a 





Typical Display of Paris Garters in Retailer's Windows 


most distressing and disturbing element for the man who 
means to be thoroughly clean—even to his garters—but 
also a dire embarrassment to the less particular individual 
who finds his lifeless garter trailing him on the floor— 
dragging along for its last few minutes of existence—thor- 


oughly exhausted and absolutely “all in.” Service begins 


where man’s memory stops. Service in one instance takes 
the form of.the gentle-reminding question, “Time for a 
Fresh Pair?” or the bolder, broader injunction also featured 
in Paris advertising, which raises this parallel: “If gar- 
ters were worn around the neck you’d change them fre- 
quently.” 

There is a genuine spirit of service in this reminder 
intended for and accepted by the consumer. The dealer 
who follows through with his part of the program by 
asking "Time for a Fresh Pair?” and using the display 
devices that feature this thought naturally profits. Not 
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only because it results in greater garter sales, but he 
earns added good-will—his trade appreciates being re- 
minded about garters—items so easily forgotten. Espe- 
cially sensitive to fair treatment and super-service is the 
consumer, when in little, seemingly unimportant things 
like garters he is offered the best obtainable—Paris. The 
public naturally prefers to do business where it is treated 
best—and the best evidence of the dealer’s ideal to give 
the greatest values and most satisfactory service lies in 
how he handles the most important things in life, which 
are, after all, the “little” things. 

“Time for a Fresh Pair?” advertising in all its forms 
has service for its keynote and increased sales, for which 
each business naturally strives, automatically follows. 

When men change their garters with greater frequency, 
as most men will if they are properly reminded, the net 
result will be that.the average man will use three or four 
pairs of garters each year instead of two. The fact that 
Paris Garter sales will increase thereby is incidental to 
another more important consideration. When a man 
enters a store to buy those sadly-needed garters, he in- 
variably remains to purchase other things—underwear, 
socks, shirts, neckwear, etc.—all involving worthwhile in- 
vestments. The garter reminder results frequently in sales 
running into important figures. 

An exclusive window display of Paris Garters has been 
used successfully by thousands of stores with surprising 
results. The unusualness of the display secures unusual 
interest; it brings in buyers and not lookers. Contrast this 
result to the usual display of other merchandise which, of 
course, attracts some buyers but so many lookers and you 
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have the key to the situation. A man will put off buying 
shirts, ties, underwear, etc., unless he happens to have a 
pressing need for a fresh supply—he usually has an ample 
stock at home. Windows must bring him into the store 
before sales people can make an effort to sell him. Hence 
the strategy of displaying prominently an item like Paris 
Garters, which are such proven trade magnets, is clearly 
apparent. e- 

Obviously, then, the Paris plan operates beautifully for 
the retailer who aims to profit by it. The more often men 
buy garters, the greater the frequency with which they 
subject themselves to the sales persuasion of an efficient 
“man behind the counter.” The program is efficacious— 
it’s a practical one that has been employed not only suc- 
cessfully, but also with most frequency by the largest 
stores throyghout the country. 

And since all display material is furnished without 
charge, A. Stein & Company has everything to lose and 
nothing to gain if the plan is non-productive for the dealer. 
Inversely the dealer has everything to gain and nothing 
to lose by simply following the proven methods that have 
aided so many others, namely, permitting his window dis- 
play manager to frequently install exclusive Paris exhibits 
and continually showing a few pairs of Paris Garters in 
connection with general units of other related merchandise. 
It must be a source of gratification for those displaymen 
who have succeeded in convincing their clients of the value 
of “playing up the little things” to know that they are 
right, if the practical experience of one of the country’s 
foremost manufacturers and advertisers is indicative of 
anything of consequence. 
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Parades, If Dignified, are Help to Displays 


By C. J. BENEDICT 


Display Manager, Younker Brothers, Des Moines, Iowa 


OUNKER BROTHERS, of Des Moines, Iowa, stage 

an annual Christmas treat for the “kiddies” of their 
city in the way of a Christmas parade and holiday opening 
at the store in wh:ch “Santa Claus” is the featured guest. 
The event staged for the holiday season of 1924 far eclipsed 
all other efforts of this store, which is just completing its 
elaborate new building. While the annual event is planned 
for the youngsters, it is quite evident that the elders ex- 
press ‘an equal amount of interest in the occasion. 


The streets were crowded all along the scheduled route 
of the parade. The store was filled with all sizes and types 
of people as soon as Santa Claus left the parade and 
entered the store. Santa very wisely made a hurried trip 
to Toyland on the sixth floor and the elevators and stair- 
ways were one continuous stream of humanity all day 
long. Big gas balloons of all colors were given on .all 
floors, and in a short time were seen about the.streets. A 
little later in the day reports came in from all direc- 
tions of the balloons ‘being seen everywhere out in the 
suburbs. 


The parade wae featured as follows: (1) Mounted po- 
lice; (2) band; (3) four ponies and fancy riders; (4) 
wagon drawn by ponies containing live geese; (5) “Old 
Woman in the Shoe” float drawn by black horses; (6) 
two riders and ponies in fancy attire; (7) chariot with 


girl driver drawn by two ponies; (8) pony with rider, this 
pony later given away by Younker’s barber ‘shop; (9) 
wagon drawn by two ponies containing live monkeys; (10) 
ponies in fancy trappings with two riders;‘(11) wagon 
drawn by two ponies containing live dogs;«(12) float, 
“Snow Queen” drawn by black horses; (13) ‘clown on high 
bicycle; (14) elephants (two dummies); (15)+Live lions in 
cage drawn by black horses; :(16) ‘two .riders‘on ponies; 
(17) chariot with two poniés*and lady drivef;.(18) clown 
band on a truck; (19) wagon and two ponies with live 
cats; (20) two ponies withsfancy riders ;‘ (21) float, “Fire- 
place” drawn by ponies; (22)*dummy ponies; (23) ostrich 
in wagon drawn by ponies ; (24) float, “Fables,” drawn by 


ponies; (25) North High Séhool-band;: (26) “float, “Mother 


Goose,” drawn by black horses;‘(27) live*elephant with 
trainer; (28) cabs with mayor: of city, meimbers of council, 
superintendent and managertof: store; (29) trumpets; (30) 
float, “Santa from: Iceland.” 

Our Toyland was crowded daily throughout the Christ- 
mas season and it ‘was ‘plainly evident that the event far 
exceeded that of last.year, when we staged such a suc- 
cessful parade. We-had an immense stage erected espe- 
cially for a holiday’treat,,and every other fifteen minutes 
a mechanical “circus” enteftained. .It-was quite-a problem 
to judge whether the tots enjoyed this circus as much as 
their elders, for it was fascinating to both. 
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Displayman Must Move on Upward 


Needs light and inspiration of upper floors of store rather than 
being down in the celler with the rats 


By JACK L. CAMERON 


President, International Association Display Men, Des Moines, lowa 


ISPLAYS such as those descriptive of the 
radio party, which are presented in con- 
junction with this article for the approval 
of the readers of The DISPLAY 

WORLD, cannot be worked out, erected and made 
possible in minute detail in some dingy display work- 
room in a dirty, crowded corner of the basement of 
some department store. Displays such as this must be 
invented in a sunny, airy room, where there are sur- 
roundings that will appeal to the aesthetic mind of the 
displayman. 

Why is it that when you ask for the displayman in 
many stores they direct you to his office—in the base- 
ment? I have been making a survey of the locations 
of offices and headquarters of displaymen, window 
artists and others of the profession in my capacity 
with the International Association of Display Men, 
and I have found that a startlingly large number are 
“down in the cellar with the rats.” 

The displayman needs ideas on color. He needs 
inspiration so that he may make his windows talk to 
the passers-by. Can he get that if his headquarters are 





Window Display of the Radio Party, by Jack L. Cameron, for Harris-Emery, Inc., Des Moines, Ia. 


in the cellar? The window is the best advertising me- 
dium of many stores, according to the merchant’s own 
admission. Why, then, should the man who guides the 
destinies of these windows be put into a subterranean 
retreat ? 

Where do you find the majority of offices of the 
department store advertising men? Up top, with 
plenty of light, air and cerulean blue sky coming in in 
great gobs. The ad man needs inspiration, it’s true, 
but doesn’t the window man need all these things just 
as much? 

In any event, the basement is more vatuable for 
selling space. Even houseware departments are being 
moved upstairs because stores have found that they can 
operate a bargain basement and make the space more 
profitable. Why not use the space so often occupied 
by the displayman, too, and put him upstairs, where he 
can mix the wonderful colors of the air and sky with 
his own ideas on artistic window combinations? 

A recent survey of advertising showed that sixty- 
eight per cent of all types of publicity used by retail 
stores is devoted to windows. Merchants often say 
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Displays Such as This by Jack Cameron, for Harris-Emery, Inc., Cannot be Conceived in the Cellar 
With the Rats, He Says. 


their windows work for them night and day, that they 
are the best, and, in the long run, the cheapest means of 
advertising the store has. That the windows create 
the impression to the public as to the standing or value 
of the store is a foregone conclusion. Why not, then, 
see to it that the men who make the windows have 
every opportunity to use their own creative ideas in 
the best surroundings possible ? 


My own office in the Harris-Emery store is on the 
eighth floor, and I attribute much of my success in my 
chosen profession to the fact that I have had a work- 
room for many years high above the bustle and hurry 
of the store traffic, rather than down in the cellar. If 
I did not have such a headquarters I could not very 
well work out such window displays as those shown 
with this article. 


I have advanced my theory to several other well- 
known window displaymen throughout the country, 
and I have found them heartily in agreement ‘vith me 
that “down in the cellar with the rats” is no place for 
the display manager of the store to do his best work. 
Conditions such as this may have been due to the fact 
that displayman have not made their wants known, but 
in nine cases out of ten it is probably nothing more 
than neglect or oversight of the store in failing to pro- 
vide the proper quarters. Many department stores are 
crowded to the very brim. Many do not use their base- 
ments for sale purposes at all, but rather use them as 
storage places. In either event there will be more effi- 
ciency obtained, and a better standard of displays pro- 


cured, in any store by utilizing even a smaller portion 
of the top floor for the displayman. The same crowded 
conditions that prevail in the basement of almost any 
store do not maintain on the top floors, which are more 
often devoted to furniture, floor coverings, or some- 
thing of this character. 

If the displayman can show the store the advantage 
of moving up out of the cellar it is safe to predict that 
the next year will show an even greater advance in 
window dispalys than has even been dreamed of. In- 
spiration has much do with real selling displays, as 
well as the artistic, and it can not be obtained properly 
“down in the cellar with the rats.” 





R. M. HOLLISTER NOW AKRON DISPLAYMAN 


R. M. Hollister formerly with the Kinney & Levan 
Company, of Cleveland, Ohio, has begun his new duties 
as manager of the window display department of the 
Akron Retail Merchants’ Association, Akron, Ohio, suc- 
ceeding J. H. Hilton, who has resigned. Mr. Hilton was 
in charge of the Merchants’ Display Service Company, 
operated as a btranch of the association, but this name 
has been discontinued and the office of the window display 
department will be at the United Building, Akron. Mr. 
Hollister is an accomplished displayman and has the best 
wishes of his many friends for success at Akron. 





GUESSING CONTEST FEATURED IN WINDOW 


Ted Lewis, display manager for P. A. Meyer & Sons, 
of Erie, Pa., recently arranged a display of coats in the 
window and tied up with a guessing contest, which was 
conducted by the firm. The winner of the contest received 
an overcoat valued at $50. 
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Windows Paramount In Circulation 


No form of advertising can be found to equal display according to 
experiences of a large store chain 


By NED MITCHELL 
Superintendent of Displays, L. K. Liggett Co., New York City 


YEAR or so ago a New York City im- 

porter of necklaces found he was greatly 

overstocked with bead necklaces and ear 

rings. About that time the Liggett Com- 
pany was looking for some profitable side lines that 
could be taken on and sold in drug stores without in any 
way interfering with its regular trade. 

The importer and the Liggett general salesmanager 
got together and talked things over and decided to try 
out the sale of bead necklaces and ear rings in a few of 
the larger Liggett stores in New York City. A window 
_ of bead necklaces and ear rings was installed in the Lig- 
gett store in the Grand Central Terminal Building, with 
the result that bead necklaces and ear rings were sold 
at the rate of $1,000.00 a -week in that one store JUST 
FROM A WINDOW DISPLAY ALONE, without 
any other form of advertising, and the sales kept up as 
long as the window remained in. 


The liné was.then given to other Liggett stores, not 
only in New York City, but in other cities, and it grew 
to a point where it required practically the entire time 
of one of the importer’s salesmen to handle the Liggett 
account alone, his commission on this one line alone 
running into many thousands of dollars in a year’s time. 


I have told you of this particular instance merely to 
prove the wonderful selling power of a good window 
display. If space and time would permit I could go on 
and enumerate many other similar instances that have 
come under my observation, among them being the fol- 
lowing during a year’s period: 65,000 aluminum coffee 
percolators, $160,000 worth of walking and talking 
dolls, 25,000 sets of silver salt and pepper sets, 160,000 
alarm clocks, 125,00 watches, and 8,000 electric heaters. 


One Liggett store alone from a window display sold 
silver salt and pepper shakers at the rate of 700 sets a 
week. If the average jeweler could sell that many IN 
A YEAR he would call it good business. By means of 
window displays the Liggett drug stores sell ONE 
HUNDRED TONS of .Breakfast Coffee EVERY 
MONTH, and last year 600,000 half-pound packages 


of tea were also sold from window displays. 


Manufacturers Begining to Value Windows 


More and more every day manufacturers are learn- 
ing to value and appreciate the dealer’s windows. Real- 
izing as they do that the success of all national adver-_ 
tising is based on repetition, it is natural that they 
should make every effort to arrange to have the dealer’s 





window become the LAST STEP in their advertising 
campaign. 

One manufacturer paid $40,000.00 a year to a cer- 
tain large chain of drug stores in the east for the privi- 
lege of having an exclusive display of one of its prod- 
ucts in the drug store windows eight times during the 
year. Other manufacturers have been paying $10,000.00, 
$15,000.00 and $20,000.00 a year to this same drug 
concern for small window displays of their products 
three or four times a year. There was such a demand 
by manufacturers for this chain drug concern’s win- 
dows that every week of the year was booked solid, and 
many more windows could have been disposed of had 
they been available. Now these manufacturers were a 
lot wiser than perhaps you have given them credit for. 
They knew that on a purely circulation basis the promi- 
nently located retail drug store in a large city has more 
to offer than the newspapers in that selfsame city. 

For example, in New York City, where, on account 
of its population, the daily newspapers have the largest 
circulations, the last sworn newspaper circulation state- 
ment gives the circulation of certain New York City 
newspapers as follows: New York Times, total paid 
circulation, 350,000 daily; New York American, 299,- 
031; New York Morning World, 380,936; New York 
Evening World, 310,884; New York Evening Journal, 
666,886. 

There are many retail store locations in New York 
City where it has been estimated that 300,000 persons 
pass every day. A newspaper advertisement would 
probably run for one day only, while a window display 
would run for about a week, thus giving a window cir- 
culation of 1,800,000 in any one of those stores. Which 
is, aS you see, many times over what the newspaper 
circulation is claimed to be. 


Cannot Equal Space Provided by Window Display 


Then, again, even a “double truck,” or two-page 
spread, in a newspaper would not anywhere near equal 
in size the space that would be given in a window dis- 
play. The best that can be done in a newspaper is to 
show a picture of the product in black and white, while 
in a window the article itself is shown in its natural 
colors, and the display of the product is enhanced by 
specially arranged background and surroundings. 

When a manufacturer’s products are displayed in 
a store’s windows they are being advertised RIGHT 
WHERE THE GOODS ARE FOR SALE. The 
customer has only to step into the store to obtain the 
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goods. When a person reads an advertisement in a 
newspaper he usually is nowhere near a store where 
the goods are for sale. Ninety per cent of a store’s 
customers know exactly what they want and ask for it 
when they enter the store. In the majority of instances, 
the reason they know what they want is because THEY 
HAVE SEEN THE GOODS ON DISPLAY IN 
THE WINDOW. A mere advertisement in a news- 
paper does not impress the reader as being anything 
unusual. When a product is featured in the windows 
of a reliable retail store it is usually considered as an 
endorsement by the firm of that particular product. 
Manufacturers feel that this endorsement alone is 
worth many thousands of dollars to them. 

Not only does the manufacturer gain in a big way 
from the general publicity given, but also in direct and 
immediate sales. For example, in a neighborhood drug 
store where the sale of Venida Hair Nets was two or 
three dozen a week the sales jumped to over 300 nets 
a week when a window display was installed. 

A drug store in Pittsburgh, where a stock of chew- 
ing gum was on hand of sufficient size to ordinarily 
last the store for a week or more, the entire lot was 
sold out in one afternoon from a window display. A 
drug store in New York City sold an average of 
$2,000.00 worth a month of SPARK PLUG TEST- 
ERS, the demand being created by a window display. 

A window display in the Liggett drug store in Al- 
bany sold cigarettes to the amount of $1,046.00 IN 
TWO DAYS, and a similar display of cigarettes. in a 
New York City Liggett store increased the store’s nor- 
mal sale of cigarettes $1,050.00 in TWO DAYS. 

$16,000.00 worth of tooth brushes were sold by the 
Liggett stores in a period of one month from window 
displays. 

Nearly $400.00 worth of alarm clocks were sold in 
ONE Liggett store during a period of twelve days 
while the alarm clocks were being featured in window. 
Enormous Quantities Sold by Use of Proper Displays 

Now necklaces, spark plug testers, tea, coffee and 
alarm'clocks are items in no way associated with regu- 
lar drug store merchandise, yet by means of the right 
kind of signs and displays enormous quantities of each 
were sold. Is it any wonder the manufacturers are 
waking up to the fact that a dealer’s window is the 
most valuable advertising space in the world for them? 

If a manufaceurer used all of the newspapers in 
the State of Connecticut, both large and small, from 
the smallest, country weekly to the largest city daily, he 
could not reach as many people with them all as he 
could through the windows of three or four New York 
City Liggett stores. The number of persons passing 
JUST ONE OF THESE LOCATIONS in New York 
City can be compared to any one of. the following: 

Entire population of Hawaii. 

Entire population of the Siate of Delaware. 

Entire population’ of the State of Nevada. 

Entire population of the State of Wyoming. 


Entire population of the city of Denver, Colo. 
Entire population of the city of Oakland, Calif. 
Entire population of the city of Atlanta, Ga. 
Entire population of the city of Indianapolis, Ind. 
Entire population of the city of Louisville, Ky. 
Entire population of the city of St. Paul, Minn. 
Entire population of the city of Kansas City, Mo. 
Entire population of the city of Rochester, N. Y. 
Entire population of the city of Toledo, Ohio. 
Entire population of the city of Portland, Ore. 
Entire population of the city of Providence, R. I. 
Entire population of the city Seattle, Wash. 
Can you find a newspaper that can offer as much in 
the way of bona fide circulation at anywhere near the 
price 





Displayman Shows Rapid Advance 


Becomes part owner of retail establishment of 
prominence in California city 


HEN displaymen rise with such rapid progress as 

that accorded Harry H. Heim, of San Diego, Cal., 
it is worthy of notice by the entire display field. On Jan- 
uary 1 Mr. Heim’s resignation as display manager of 
Marston’s, at Sari Diego, became effective and on March 1 
he will open the new store of A. V. Jedlick & Company, 
Sixth and C Streets, of that city, as a full-fledged partner. 
The Jedlick store will deal in women’s ready-to-wear, fur- 
nishings and sportswear. 

Mr. Jedlick has been in business in San Diego for more 
than 12 years, and Mr. Heim is known throughout the 
Pacific Coast as one of its leading displaymen. In com- 
menting on his new venture, Mr. Heim said: 

“When we get organized and in our new location, I am 
going to pay more attention than ever to the show win- 
dows. The windows will be nine feet deep, there being 
1,500 square feet of window space. They will be so con- 
structed that wrought iron gates will swing where the 
background is ordinarily located. The real background 
will be the rear of the store constructed of caen stone. 
The first floor will be 50x 100 feet.” 

Another feature of the new store, according to Mr. 
Heim, will be alternate stock and salesrooms. The arrange- 
ment will enable one clerk to serve a greater number of 
customers, it was pointed out. A portion of the basement 


will be devoted to sportswear. 





NEW SECRETARY FOR NATIONAL ADVERTISERS 

Robert K. Leavitt, who has been advertising manager 
of Onyx Hosiery, Inc., for the last four years, has suc- 
ceeded John Sullivan as secretary-treasurer of the Asso- 
ciation of National Advertisers, with headquarters in New 
York City. Mr. Sullivan resigned after ten years of serv- 
ice because of poor health. Mr. Leavitt has been active 
as. one of the Board of Directors of the A. N. A. 





REINDEER DISPLAY CAUSES 20 LOST KIDDIES 

A window display of the May Company at Cleveland 
Ohio, for the Christmas season, featuring three pairs of 
reindeers that bowed, stamped and snorted, and an auto- 
matic sleigh carrying Santa Claus, was the innocent cause 
of over 29 youngsters getting “lost” during the rush of 
holiday shopping. The children were found in every case 
to have slipped away from parents and returned to the 
display in an attempt to get closer and closer to the win- 
dow. 
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Color Insurance for Displaymen 


Many accomplishments in window display would be lost without 
proper attention being given to color combinations 


By HAZEL H. ADLER 
Taylor System of Color Harmony, New York City 





RE displaymen born or made? This is a 
mooted question. A successful displayman 
is a composite of about every quality neces- 
sary in a successful retail merehant. Pri- 

marily, he must have an artistic sense, but that will not 
carry him very far. He must also have a dramatic 
sense, a news sense, an instinct for merchandising and 
values. He needs to be a man of quick judgment and 
quick adjustments. He must have executive ability. 

Where is the man born with such a combination? 
Usually the man who has the merchandising instinct 
fails on the side of artistic ability, and vice versa. The 
man who has a dramatic sense may not have the execu- 
tive qualifications, and so on. 

The displayman is born with certain qualifications 
for his job; the others are acquired through experience 
and study. 

Today the artistic sense, which is, of course, of 
fundamental importance, is largely dependent upon the 
ability to handle color in striking, distinctive and har- 
monious combinations. Here we come up against the 
old idea that a sense for combining colors is a gift of 
nature, and cannot be cultivated. To a certain extent 
this was true up to a short time ago, but now it is per- 
haps the easiest to cultivate of all the requirements 
necessary to a successful displayman. 








Color harmony is now an exact science, and the dis- 
playman can insure his striking, distinctive and har- 
monious combinations—just as he can insure his life, 
health, eyesight or limbs. 

This insurance is accomplished by the use of the 
TAYLOR COLOR HARMONY KEYBOARD, well 
known in these columns. The use of this keyboard will 
provide the displayman with a new and distinctive color 
harmony a day for 20,000 days. 

A number of years ago Mr. Henry Fitch Taylor, a 
prominent American artist, and ex-president of the 
American Painters’ and Sculptors’ Association, felt the 
need of more information on color harmony than was 
then available. Color, which obtains the greatest emo- 
tional reaction of any of the phases of art, has been 
from the earliest times used in a hit or miss fashion. 
He gave himself up to the study of this fascinating 
subject, and after several years of research discovered 
certain basic underlying principles which made the laws 
of color harmony simple, clear and of wide and elastic 
application. His discoveries were embodied in the 
TAYLOR COLOR HARMONY KEYBOARD. 


The spectrum, which, of course, is the only scientific 


foundation of color law, is the basis of the keyboard. 
Color harmony results in the proper relation of these 
colors of the spectrum to one another. By applying a 
mask with windows cut out in the proper relation he 
found that an indefinite number of harmonious combi- 
nations could be produced. 

One can readily see that the spectrum, intelligently 
arranged and accurately printed in careful gradations 
of tones, neutralizations and blends, provides a work- 
manlike basis for the study of color. 

The mask with cut-out openings always showing the 
colors, tones and shades in harmonious combinations, ap- 
plied to this accurate and comprehensive color keyboard, 
gives one practically every possibility of color harmony 
that exists. 

And this is what the Taylor Color Harmony Keyboard 
does. It harnesses the rainbow and impacts, so to speak, 
the great and elusive subject of color in a nutshell. All 
this valuable information is contained in an area 22x29 
inches. There are no books to read—no difficult or com- 
plicated instructions to work out. 

The system is ideal in that it contains the following 
requisites: Simplicity, comprehensiveness, adaptability to 
everyday problems, stimulation of creative ability, inspira- 
tion through handling color always in beautiful combina- 
tions. 

Let us now apply the system to one of the problems 
which comes up daily on the displayman’s calendar. 

Problem.—A display of gowns and suits in one of the 
season’s popular colors, “cranberry.” The displayman may 
pick millinery and accessories from stock. 

Difficulties.— Matching tones cannot be found in the mil- 
linery or other departments of the store. The reds in stock 
clash with cranberry. 

Solution.—The displayman locates cranberry on the 
Taylor Color Harmony Keyboard in the “red family.” He 
instantly sees, with the first opening of the mask on the 
keyboard color, which most closely approximates cran- 
berry, that it combines harmoniously with tones of orange 
yellow, tan and green-blue. He quickly picks from the 
millinery stock, hats of tan and greén-blue. He finds 
scarfs in bright tones of orange-yellow. The new “blonde” 
footwear and hosiery supplies an additional note of the 
proper tan tones. Some handbags are found to emphasize 
the green-blue introduced in the millinery. 

Result.—A distinctive window which features cranberry 
and which does it by the proper color contrast. Each 
color in the window is showed off to its best advantage 
by being combined with the other harmonizing colors, and 
the window, as a whole, sells through beauty, harmony and 
balance. 


This is only one of the combinations for cranberry 
which he would find on his keyboard. There is a wide 
choice of combinations of from two to seven colors for any 
individual color. 

One of the greatest trials of a displayman is to obtain 
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A displayman gaining the 
color co-operation of Mer- 
chandise Manager and 
Buyer by Explaining with 
the Taylor Color Harmony 
Keyboard that “Any Old 
Color” will not do. By use 
of this popular device, true 
color combinations for dis- 
plays are procured and all 
departments of the store 
can thus effectively exhibit 
certain merchandise. 





the proper co-operation from buyers and merchandise 
managers. Many a good display has been spoiled through 
arbitrary restrictions on the part of the store. 

One well-known displayman who felt the success of 
his work greatly hampered by store policy gained a whole- 
hearted co-operation from the heads of the various depart- 
ments by introducing them also to the Taylor Color Har- 
mony Keyboard. Through it he explained the application 
of color harmony to salable displays. He showed them 
visibly and concretely and without argument or refutation, 
that he could not use “any old color” in his windows. 
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He showed them how they could buy dress accessories 
which harmonized with the popular colors in gowns and 
suits, and thereby not only supply him with a stock from 
which to draw from his windows, but also a stock from 
which customers could draw for harmonious costume com- 
binations. 

Yes, successful displaymen are born, but they are not 
born artists, colorists, merchandising men or dramatists. 
They are born with vision and ambition and minds open 
to take advantage of new ideas which contribute to the 
success of their work. 
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Underwear Displays are Given New Impetus 


NDERWEAR displays promise to take on new at- 
mosphere in the windows of retail stores throughout 
the country during the year 1925, judging by statements 
made at the annual convention of the Associatien of Knit 
Underwear Manufacturers held at Utica, N. Y., in Decem- 
ber. Window displays were stressed as one of the most 
important features of the entire advertising campaign. 
Byron G. Moon, advertising director of the association, 
outlined plans for future advertising campaigns, stressing 
the importance of daily newspapers and telling of the plans 
that have been made for intensive newspaper advertising 
campaigns in many of the larger cities this year. In his 
report to the advertising committee, Mr. Moon declared: 
“There are dozens of manufacturers who are not using 
trade papers who would benefit by their use. I propose to 
assign four members of our organization to the news job 
with the trade press. We can cover our advertising story 
in the trade papers this year by giving them one announce- 
ment in the spring and another in the fall. It is my belief 
that more manufacturers of knit underwear can profitably 
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use the advertisng columns of the trade press. 

“I propose that one member of our organization shall 
write an article each month regarding knit underwear 
stocks and turnover, another member shall be assigned to 
the job of a monthly story, entitled “The Most Effective 
Results From Your Knit Underwear Window Displays,” 
another will be assigned to articles of an educational na- 
ture such as those contained in our set of lessons, and 
another will be assigned to the job of writing monthly 
articles regarding the local advertising of knit underwear, 
such articles including a free mat service to retailers 

“Effectiveness in window displays will be one of the 
great points on which I propose to conduct the campaign 
of the year 1925. These articles will be of such a nature 
that each store can prepare its own window display cards, 
but our plan does provide that there will be two types of 
cards that will receive wide distribution throughout the 
winter. One will be our industry trade-mark, “Wear Knit 
Underwear,” the other our zephyrized card featuring the 
merits of bleached summer-weight underwear.” 
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Annual Display Reviewand Predictions 


Some of foremost figures in advertising and window display field 
express opinions of accomplishments and hopes 


Editors’ Note—So many interesting predictions of 
window display progress during the year 1925 were 
received by The DISPLAY WORLD that it will be 
necessary to continue publication of them in the Feb- 
ruary issue. The reviews and predictions in the fol- 
lowing pages will be found of exceptional interest and 
value. 


PROGRESS OF DISPLAY NOTABLE 


By PAUL FRANCISCO LUPO 
Display Director, Barker Bros., Los Angeles, Calif. 


OME idea of the accomplishment and progress made 

in the past decade can be received by consutling win- 

dow display journals of 1895 to 1900, and comparing them 

with the modern technique employed in successful mer- 
chandise displays of today. 

Probably the largest change has taken place since the 
formal opening of Marshall Field’s State Street store in 
1907 or 1908. This institution, I dare say set an example 
for the merchants of the world, as its window displays had 
reached a point of highest standard and par excellence. 
Today, there are hundreds of institutions in all of our large 
cities that can boast of the finest stores in the world. The 
window profession has been a great factor in the stimu- 
lating and increasing of the business of an organization 
through the capabilities of the professional display man- 
ager. Today, many of the best display managers can rest 
assured of the fact that their ability, knowledge of art, 
and value of commercial displays have contributed greatly 
towards the sales increase and growth of their employer’s 
establishment. 

The development of window displays has been rapid in 
every busy community, but from personal observation in 
many towns of from 5000 to 50,000 it has been slow. This 
is due to the fact that there is little or no competition and 
for lack of confidence also in the future. Little do some 
of these merchants realize that inactivity of displays and 
unattractiveness undermines the growth of the town. It is 
a known fact that attractive displays draw tourists to the 
city and also adds to the growth of their business. Even 
large stores in large cities have had an awakening, and 
some have come to realize the vast importance of window 
displays. These have made some tremendous advances from 
old-fashioned fronts to a complete remodeling with deep 
windows, etc., and others have gone to new locations to 
acquire greater window space. 

My greatest personal desire is to see the window display 
profession advance along more artistic lines, executing dis- 
plays of high intelligence, dignity and refinement, keeping 
in mind that an artistic display can serve as a great fac- 
tor in the enlightenment of the public, to express their 
appreciation and sentiment for the fine art qualities of 
store displays. It also gives the public an opportunity to 
gain more knowledge and become more appreciative of 
art and the windows can serve as an education for the 
fine arts, because it is an art to make beautiful merchan- 
dise, and it is an art to properly display merchandise. 

I may add that Barker Bros. are:on the threshold of 
a new store, and this new stere will -be:a monument tothe 


rest of the furniture stores of the world. This new store 
will be so far advanced in its manner of construction of 
interior balconies, main lobby, elevators, centrally located 
in main lobby, and windows constructed suitably to the 
display of home furnishings. For example, some windows 
will be 20 feet deep and 32 feet long, others 12 feet deep 
and 20 feet long, while others are 20 feet deep and 20 feet 
long. The main entrance to the store will be in the center 
of the building. This will be an arched entrance, three 
stories high. The extreme height of the building will be 
11 stories, the tallest retail store in Los Angeles. 

At my suggestion the firm is going to build a model 


- window in our present store to make tests of various 


lighting systems and backgrounds, floor covering, draperies, 
valances. colors, etc. I feel that we should plan far in 
advance to safely judge all ideas and select those which 
we feel will be the last word in window construction. I 
know that we. will achieve these results, due to the fact 
that progressiveness of the executives of Barker Bros. is 
incomparable and should result in the finest and most ad- 
vanced principles of furniture selling. 

The tremendous amount of planning in 1925 will keep 
us in a great spirit of progress to make our new store the 
greatest institution of its kind in the world. I extend my 
sincere and best wishes to fellow-displaymen, and wish you 
all success and prosperity and fulfillment of your window 
display dreams. 


BETTER USE OF DISPLAY SPACE 


By W. H. STANLEY 
Advertising Dept., Wm. Wrigley, Jr., Co., Chicago, IIl. 


CURSORY glance of the store windows in the center 

of any large city shows what value the merchants, 
who pay high rent, place upon the good use of same. The 
smallest retailer has just as valuable space in his com- 
munity. 

Many manufacturers go to a great expense to prepare 
display material of their products thereby obviating the 
retailer putting in any actual goods which entails the use 
of capital. Every manufacturer is more than willing to 
supply the retailer with this material, and eyen a post-card 
request will bring, express prepaid to his door, material 
which can be used very easily and attractively in the space 
the retailer has. Many firms give instructions how to use 
this material to best advantage. The storekeeper can there- 
by tie up his store with national campaigns of heavily ad- 
vertised, quick-selling goods and cash in. 

How often does one notice on the outskirts of towns, 
stores where window space is not made use of to any 
extent. Even the smallest merchant can dress up his 
window attractively with display material which costs him 
nothing. The attractiveness of a window often draws cus- 
tomers in who would otherwise pass same. 


1925—W:HAT IS ACTUALLY AHEAD? 
By O. WALLACE DAVIS 
Display Manager, H. Batterman Co., Brooklyn, N. Y. 


925—WHAT? 

We cannot approach the New Year without receiving 
that flash—1925, What’s Ahead? And what may-we expect 
or. hope: for—in the new year? 
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We pause in our hurried journey and busy commercial 
life and face the proposition; we strain our mental eyes 
and attempt to pierce the haze that obscures the future 
and try to behold its possibilities. But, because of our 
human limitations, we fail, and must admit “we do not 
know.” 

But, unlike the well-advertised cigarette, “This does 
not satisfy!” We conjecture—we dream—we seek channels 
of information that will help us build hopes for the future 
We search for material to form the foundation on which 
to raise a castle in whilch to enthrone our ambition and 
desire. Then it is that we turn to the past. We bring 
out the records and attempt to estimate the possibilities 
of the future by the achievements of the past. We go 
over the entries. We note the failures. We observe the 
successes. We check up the activities of the year We 
balance the sheet, and IMPULSE cries “’Tis good!” But 
TRUTH whispers, “It might have been better!” 

You conjure the record with your predictions, your ex- 
pectations and ambitions of a year ago, and you feel quite 
satisfied with the result. But WISDOM tells you, “Man 
may bargain with Life for a penny.” A debt Life will 
willingly pay, but imagine man’s regret on pay-day when 
he learns Life would gladly have paid a crown had he but 
demanded it. 

Here we are on the threshold of a new year. Father 
Time doles out to us another period of 365 brand new days, 
each full of wonderful possibilities.. What will we do with 
them? What will we demand of Life? We can well afford 
to deliberate and decide to choose wisely. 

Let us have full confidence in ourselves our profes- 
sion and the future. When I review the wonderful im- 
provements in working conditions, the splendid advance- 
ment in our display work, the higher levels attained, I pay 
tribute to the veterans of the profession for their untiring 
efforts in the cause. When we realize the ever-increasing 
interest in and the recognition of the importance of our 
work by the commercial world, when we note the atten- 
tion given to the producing of material and product to 
facilitate our work by manufacturers, when we appreciate 
to what exent the general public utilizes our efforts as a 
medium of education and information, then we may get 
an insight of the possibilities of 1925. 

Personally, I am mighty strong for the stranger—“‘old 
friends are best,” but old years are dead propositions, and 
so for “me and my house” I shall give my best and endeavor 
to live, work and play as though 1925 was the “last and 
only.” I shall personally demand of Life, the crown, not 
the penny. I sincerely believe there are big things ahead 
for us. It’s up to each man to step out and go after them. 
If business conditions are favorable, we can step out unac- 
companied by our old acquaintance—Economy—and soar 
to greater heights. i 

If to the contrary—business needs a tonic—we of the 
profession can call on our old friends, “The Resources,” 
and together we will buck the reverse tide and prove our 
worth in times of necessity. Opportunity is here. Take 
him, with your favorite hold “half Nelson, head or toe 
hold,” but take him! Let’s go! 


MERCHANDISE DISPLAY ADVANCES 


By H. H. TARRASCH 
Display Manager, Stix, Baer & Fuller, St. Louis, Mo. 


HERE is no doubt in any displayman’s mind that the 
branch of merchandise display in the retail world is 
growing by leaps and bounds. The merchant who has 
looked upon it for years“as a necessary evil has come to 
the realization that merchandise well displayed is half sold, 
therefore making it a valuable asset to the business. 
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The progress made in the display field during 1924 has 
been very marked. As you know, the manufacturers of 
national advertised merchandise have organ‘zed to pro- 
mote more display and display ideas for nationally advertised 
merchandise. They have come to the realization of the 
tremendous value of show window and other display and 
are willing to spend lots of money to make headway in 
their aim. Unquesionably this has had a big reaction on 
the display game as it has helped to force the one-time 
merchant, who did not value his windows high enough, 
to realize that they are very valuable. 

I am sure that the day is not far hence when the win- 
dow display profession will take its place alongside that 
of advertising, which has been the favorite child of the re- 
tail merchant. Naturally, it is up to our displaymen 
throughout the United States to put their shoulders to the 
wheel by their efforts to make attractive window displays 
and help to bring this wonderful and most interesting 
work to the front. 

As for 1925, I believe if business conditions are favor- 
able, as has been predicted by our great industries, there 
is no question that you will be able to see greater efforts 
in show windows than ever before. Greater efforts mean 
success and my success is your success, for you as a dis- 
playman should not only look upon the success you can 
make for yourself, but let that success work also for the 
upbuilding of the profession in general and let all share. 


DISPLAYMAN MUST PLAY GAME 
By HARRY W. HOILE 


Display Mgr., Rorabaugh-Brown Co., Oklahoma City, Okla. 


HE success of a store from the viewpoint of the pub- 

lic is judged largely by the character of its window 
displays. Good displays are a reflection of good manage- 
ment just as poor displays reflect poor management. 

Each season brings forth new ideas in the display field. 
These ideas, coming as they do from all sections of the 
country, cover a wide scope of ingenuity and originality. 
The great variety of merchandise to be found in stores, 
especially the larger ones, afford plenty of opportunities 
for the alert displayman to make improvements over his 
previous efforts The department buyer is expected to show 
a gain in dollars and cents over each preceding year. Like- 
wise, the display manager is expected to bring his displays 
up to a higher standard than those of the preceding year 
or season. Hence it is hardly surprising to note that we 
are continually seeing new ideas in the form of clever dis- 
play features, settings, etc. 

The most noteworthy forward step in display work in 
the past year or two is in the various lighting effects. Color 
lighting has done much to add to the attractiveness of win- 
dow displays. Spotlights, footlights and floodlights have also 
gained considerable popularity recently. The successful dis- 
play manager has learned that the lighting effects when 
properly used, will add considerably to the pulling power 
of the display. 

The handling of merchandise itself is decidedly different 
than the old method. Very often the touch of the individual 
displayman can be detected in the window display just -as 
the touch of a master can be detected in a painting. In place 
of the homely make-shift fixtures of a few years ago, we 
now have fixtures of most costly materials, both in wood 
and metal. Every imaginable feature, from the simplest to 
the most elaborate design, is used. The old-fashioned cloth 
backgrounds have long since given way to the high-priced 
materials, The junky displays with-merchandise hung from 
the ceilings and backgrounds of the wigdows have also dis- 
appeared as far as the modern store is concerned. 

(Continued on ‘page 48) °° 
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Many careers are built through displays installed by the representatives 
of correspondence school in difficult windows 


By PAUL V. BARRETT 


Advertising Manager, International Correspondence Schools, Scranton, Pa. 


N the International Correspondence Schools’ 
Salesman’s Dictionary, window display or 
town concentration means picking a com- 
munity and centering on the people there 

several prospect-creating methods. It embodies in its 
evolution three distinct ideas: (1) A restricted area of 
operation; (2) a limited period of time in which the 
work is to be done; and (3) the combination of all 
prospect-producing methods the salesman can com- 
mand effectively. 

I. C .S. window display concentration has been 
described as a well-planned battle against the indiffer- 
ence of the general public to the opportunities offered 
for promotion in position and salary through the me- 
dium of spare time study. 

An I. C. S. window display is really an exhibit of 
the career-building work of the schools installed in a 
store window loaned for the purpose by a merchant 
who feels that in the temporary special attraction of 
the exhibit he secures more than an equivalent for the 
loss of opportunity to display his own goods. The 
purpose of these displays is to afford a first-class rea- 
son for telling the I. C. S. story to the passersby, as 
well as to give salesmen in charge an opportunity for 
personally canvassing the entire neighborhood or town. 
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“Two Letters to Two Mothers’ at Extreme Left and Right of this Unusual Display 





In their best form these displays occupy preferred 
positions in the finest stores available, and by striking 
character startle the public into a serious considera- 
tion of the International Correspondence Schools and 
their claims. As might be appreciated, one of the 
greatest difficulties is in securing the permission of the 
merchant to use his window. Accordingly, much 
thought is given to this phase of the situation, and the 
salesman is thoroughly schooled in the art. As an aid 
in this connection, the salesman is furnished a book 
containing rotogravure reproductions of International 
Correspondence Schools’ windows that other merchants 
have already used. In addition to the reproductions of 
the windows, the book contains fac-simile letters from 
merchants who have loaned their windows to I. C. S. 
salesmen, and which certify to the effectiveness of 
I. C. S. displays in attracting people to their stores. 

When the display is conducted in a town of 10,000 
or less, and the territory is not too scattered, it may 
embrace the entire town. In this instance, the object 
of the display is to cause the entire community to buzz 
with the spare-time-study sentiment—to drive home 
not merely to some of the people, but to every man, 
woman and child, the story of the story of the Inter- 
national Correspondence Schools and the work the 
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This Beautiful Building Trades Display Occupied an Entire Window on Atlantic Citys Famous 
Boardwalk During Pageant Week—Fully 509,000 Persons Saw It. 


institution is doing to better men’s positions and to 
increase their earnings. 

Once a month these displays are conducted. It has 
been found when the enthusiasm of the salesman is 
centered on a definite plan in a particular place, better 
results are secured than through working in a hap- 
hazard manner. We aim to make every I. C. S. sales- 
man such a master of window display and concentra- 
tion work that at will he can direct this powerful force 
upon a small town or a city neighborhood in such a 
way that many sales result therefrom. It has been 
proved conclusively that any salesman who is a master 
of this plan and who intelligently directs his energy 
along these lines the first seven or eight days of the 
month finds it a simple matter to make many direct 
sales and to interest a sufficient number of prospects 
to keep him busy. ‘following them up during the balance 
of the month. 

Many have heard the message of the I. C. S. who 
would really benefit by following a prescribed course of 
study. Through indifference or other causes they have 
put off taking the first step. I. C. S. window display con- 
centration’ tends td revive the interest of these persons. 
There are those to whom the International Correspond- 
ence Schools are a vague thing.. These window display 
concentrations give them definite knowledge and inspira- 
tion.. But, in addition to both these classes, there are 
those who have never heard of the International Corre- 
spondence Schools, and inasmuch as they cannot send for 
the salesman, the salesman must seek them out through 
window display work. 

Our window display efforts are confined largely to a 
limited area. In concentrating in a city, for example, a 
certain number of square blocks are determined upon and 
the territory literally worked by the square foot. No 


greater area is considered than can be canvassed person- 
ally by the men in charge. To scatter their efforts over a 
larger area would defeat the very object of the work. 
The materials for our window displays and their assembly 
into the finished display are of utmost importance. Each 
year we furnish our salesmen with a display outfit consist- 
ing of a fine lithographed display, a set of cards, and 
usually a clock-work moving device. 

The lithographed display is a result of careful thought 
on the part of the advertising department in collabora- 
tion with I. C. S. sales managers throughout the country, 
and once the idea is evolved and worked up in striking 
manner, it is let out on bids to the foremost lithographers 
in the country. In this way we get the benefit of the best 
thought in the organization, expert workmanship and a 
fair price. The display cards referred to usually feature 
certain interesting facts about I. C. S. courses, to say 
nothing of the, indorsements of students and men promi- 
nent in public life. The moving device is usually very 
simple in construction and is light and as small as prac- 
ticable. Furthermore, it is practically fool-proof. The 
idea around which these moving devices are devised are 
usually the same ideas that have made I. C. S. magazine 
advertising famous. 

Lesson papers or written recitations are borrowed from 
students and displayed in windows with percentage slips 
attached showing the percentages secured by students on 
their lessons. In a like manner, corrected drawings and 
show cards of local students, as well as their original draw- 
ings, commercial show cards, blue prints and inventions 
are secured and exhibited. Foreign envelopes addressed 
to the schools at Scranton and bearing foreign stamps are 
used effectively in emphasizing the international character 
of the institution. 

Many of our men have found living persons in their 
window displays to be splendid attention-getters. These 
men frequently have students work on their lessons, mak- 


(Continued on Page 63) 
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Creating Desire for Winter Sports 


Window display proves one of the most effective methods, according 
to interviews with some of leading display managers 


By IONE MAE SWEET 
Publicity Dept., Knitted OUTERwear Bureau, New York City 


REATE a desire to participate in winter 
sports. More knitted sports wear will be 
sold if you do. Knitted sports toggery 
sells readily to the woman who has her 

plans completed for participating in winter sports amid 
the snows. She is already sold on a complete clothing 
outfit. But there is the other type of woman who is 
wavering between Saranac Lake and Palm Beach, or 
maybe no trip at all. What’s to be done about her? 
She has to be sold on an idea—that of the pleasures of 
skating, skiing, tobogganing, etc. Your windows can 
be harnessed to the good times that will be hers. You 
can call forth the powers of description in your news- 
paper advertisements. You can-distribute railroad and 
resort literature in your sports wear section. 


Her mind won’t wobble after this battery of propa- 
ganda has gotten in its deadly work. But don’t go 
about it half-heartedly. She will ask for all kinds of 
information, scme of which may stump you, and the 
enthusiasm you have taken much pains to paint will 
cool off. Nothing short of an information bureau will 
accomplish perfect results. Take the railroad ticket 
agents and recort bureau into your confidence—they 
will give you one hundred per cent co-operatron in fur- 
nishing you with literature and data free of charge. 
Give an intelligent and verified girl, one who loves to 
travel, a desk in a conspicuous location on the main 
floor. Have the girl study up on the most suitable 
attire and equipment with due regard for your own 


Winter Sports Window Display 





by W. M. Fisher for The Shepard Stores, Boston, Mass. 


stocks, so that she can divert sales to your sports wear 
section. 

To create a winter sports atmosphere in your win- 
dow displays is not difficult ; let the following stores be 
your guides. 

The painted background introduced by the Shepard 
Stores, Boston, Mass., hinted at one of those country 
ponds, covered with deep black ice, powdered with 
snow, that one often sees in the hollows of the hills. 
Display Manager Fisher painted the background on a 
sateen curtain. The sloping base of the window con- 
sisted of a mixture of salt and flower to a depth of 
several inches, and in this “snow” a growing hemlock 
and several white birch trees were “planted.” 

Seated on a snow-covered boulder at the front left 
was a wax figure of a charming young woman, warmly 
clad in a wooly knitted costume, heavy woolen hose, 
a woolen scarf coiled around her neck, with a wooly 
toque on her head. A pair of skiis on the ground be- 
side her indicated she was resting after a strenuous 
descent. Her companion, another young woman in 
knitted sports wear of a different style and color, stood 
near the centre. ‘“‘Now ifor Winter Sports,” proclaimed 
a card on the ground at the front centre. 

The Denver Dry Goods Co., Denver, Colo., took 
advantage of an important skiing tournament in the 
Colorado mountains to stage a timely display. The 
display manager gave his impression of the event in 

(Continued on page 47) 
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Give a Clever _ 
Displayman Good 
Lighting with 

X-Ray Reflectors 
and See What 
He Will Doe 










ee clever displayman knows that nothing stops the passer-by as surely as a window 

attractively arranged and brilliantly lighted. The two qualities must go hand in hand, 
no matter how great the merit of the display, unless it is flooded with clear, compelling 
light, the effect is wasted. 


Super-Lighting is absolutely new. Never before has high intensity show window 
illumination attained the point of perfection and efficiency that it has reached in Curtis 
Super-Lighting. Never before has such remarkable display window lighting been placed 
within the reach of everyone at such a reasonable figure. 

Write us for complete information about this new Super-Lighting! Let us tell you how 


to minimize the unwelcome daylight reflections that partially destroy your best display 
efforts. The information is yours for the asking! 


Curtis Lighting, Inc. 


Makers of X-Ray Reflectors 


, 1114 W. Jackson Blvd. 
CHICAGO 


- 





New York 
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Wall Board Valances Are Practical 


Fire wiping out large store results in discovery by display manager 
and now he has sturdy and different curtains 


By A. C. HEALY 
Display Manager, Mailloux’s Department Store, Woonsocket, R. I. 


ERCHANDISING aa store of five floors 

after building an entire new building is a 

big undertaking, especially after a $325,000 

fire, which took place March 15, 1923. 

Getting the windows in shape for a hasty opening, of 


which I have twenty of nine foot length, with a very 


limited amount appropriatéd, was a serious problem 
and needed some very careful planning. 


Valances for twenty windows meant about $300. for 
ready-made vals. at the cheapest price of $1.50 per 
foot, and that would mean a cheap looking affair at 
that. It couldn’t be done—not now! I thought that 
I ought to let it go until another opportunity presented 
itself, then I could get what I wanted. I decided to 
use wallboard for temporary use and let it go at that. 
Using a valance catalog, I chose three designs that I 
thought would be appropriate and presented them to 
the superintendent of the store to choose one from. 
Having obtained the desired design, I set to work im- 
mediately on the making of a pattern to be used later. 


For the benefit of the boys who haven’t as yet used 
this method of painting wall board, I will go into detail, 
as it can be used for display backgrounds, panels, made- 
over fixtures, etc. The background of my windows 
being of a figured walnut effect in the natural wood, 
three ply and highly finished, I deemed it advisable to 
keep my valances in harmony and let my merchandise 
display act as the contrast. Walnut being brown, I 
started painting my cut-out wall board valances tan 
color for a ground, which took two coats of paint, con- 
sisting of two parts turpentine and one part linseed oil. 


After allowing this to stand over night to dry hard, 
I then mixed my walnut stain, composed of raw umber 


as the base color, using raw sienna and a touch of burnt 
sienna (all colors in oil) to get the desired color to 
match the background shade. After applying a coat 
of this stain over a controllable space to work on while 
still wet, I obtained some newspapers, crumpled three 
or four up in a roll or bundle and very slowly rolled 
them, with a little pressure, over the wet stained sur- 
face. The newspapers left impressions of all the 
wrinkles as I had- made with the papers by crumpling 
them—sort of ‘a crushed plush effect. Note here that 
I cut out all my.wall board first, then took each valance 
separately and:painted the whole, twenty in all, includ- 
ing a few “returns” for the entrances, then started all 
over again with the walnut stain. 

Having completed the staining and after it had dried 
thoroughly, I pounced on my pattern for the motif de- 
sign, following these little perforated white marks, I 
laid in the design with gold bronze and outlined it in 
black. Having applied a very thin coat of varnish, my 
$300 valance job was completed and hung up. 

Now here is the point of interest. This was to be 
a temporary job, and here is what I obtained for my 
efforts—a valance that will not have to be laundered, 
one that will be free from any possible wrinkles, one 
in which the reflection of the shades: on the lights at 
cannot be seen. The wall board is thick and heavy and 
hangs well. It is practical from any standpoint of view 
for a valance. After receiving many comments, both 
from the competing stores and decorators here, I have 
decided to call them my permanent valances, and they 
only cost $90 for 300 lineal feet, twenty-two inches 
wide. What I did to my floors I am sure will be found 
equally as interesting, and I will endeavor to tell this 
in another later article. 












































Wall Board Valance Suggested by A. C. Healy The “x” in the 
Valance Signifies that the omission of the leaf like pattern on the 
other end can be optional—either plain or fancy. 
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Display Fixtures 
That SELL Merchandise 


These distinctive and original Onli-Wa fixtures of prac- 
tical design and excellent workmanship put within your 
reach the necessary “‘tools’’ to produce a PERFECT dis- 


play. 


Write at once for our 

catalog No. 12, illustrated, Tr 

containing full and com- 

plete information of dis- 
play fixtures. 


Va The ONLI-WA Fixture Go. 


ST. PAUL AVENUE Dept. D. W. DAYTON, O. 
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Quality 





and 


Originality 





























PREPARED 
ASPARAGUS 


New Process 


Will not fade or 
drop its needles. 


Prepared in natural 
green, red, pink, 
silver, gold, yellow, 
blue, autumn, vio- 
let, orange, metallic 
effect, etc. - 


Every spray has a 
perfect tip. 





Ask for samples a Lie aes 
and prices. Fe SHORT — 18T022 INCHES 








__ LONG-30 INCHES [AND UP 





_,. MEDIUM- 2470 28 INCHES 


3 





PREPARED OAK FOLIAGE 
ted,’ Gili Thal, Darts: Bioien THE KERVAN CO. 


Prepared Palm leaves, Prepared Cycas leaves, 
Prepared Cocoanut leaves. Grass Mats, Uva . 119 West 28th St. 
Grass, natural, green dyed, and metallic two- NEW YORK 






tone colors. 


And many other items for decoration. Wholesale Jobbers Manufacturers 
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More Modernism Need of Displays 


Public likes it and appreciates suggestive settings or merchandise 
in windows, not simply eye-stops 


By EDWARD J. OWEN 
Display Manager, Aetna Life Insurance Co., Hartford, Conn. 


ISPLAY advertising is older than history. 

The first merchant took his ware in his 

hand—an apple, perhaps—and bartered it 

for a fig leaf. .And in the bartering he 

held the apple to the light, polished it, and turned it 
so that its attractiveness might be enhanced. 

Then came the fairs, with their neatly stocked stalls, 
and from them finally evolved the modern store. The 
merchant no longer held the apple in his hand ; instead, 
he put it in his window, and put a screen behind it to 
focus the attention of the public upon it. 

But right there he ran up against a problem. He 
didn’t realize it at the time. Most merchants don’t 


yet realize it . His supposedly signal achievement in 


A_TNA-IZER 


Display Employing Modernistic Methods by E..J. Owen 
for Aetna Life Insurance Company. 


merchandising really wasn’t much ahead of the anti- 
quated methods of his prehistoric ancestor. His figu- 
rative apple, whether in the hand or before mahogany, 
was still only an apple. The mahogany didn’t add 
appreciably to its attractiveness. 

The apple, or suit, or whatever it might be, was 
displayed prosaically—in detail. Here ,said the mer- 
chant, is my merchandise. Inspect it carefully. Look 
at it from all sides. Balance its merits against its 
demerits. 

You and I, though, don’t like to buy our apples or 
We do, often enough, but we 
don’t like to. With the suggestion of the apple we 
like to have brought to us the reminder of the old days 
on the farm. What great fun it was bobbing for them 


our suits that way. 


Modernistic Window Display by E. J. Owen for 
Actna Life Insurance Company. 


on Hallowe’en! And the suit—how would it look with 
a background of fairway instead of mahogany ? 

Display is still in the pretty-pretty stage—laps be- 
hind art in the stricter sense. One pile of merchandise 
in the center, a smaller pile on either side, and a blank 
wall behind—very pretty, but it really doesn’t inspire 
one to buy. Of course, the display makes sales, but it 
is just a reminder—the vital, inertia-overcoming force 
isn’t there. 

What display needs is more modernism. The public 
likes it. Suggestive settings or merchandise, not just 
eye-stops, will keep the cash register tinkling. Less 
conservatism, conventional contour, and pastel shades 
—more impressionism, bold outlines, and big blobs of 
color; less realism in detail—more broad, suggestive 
treatment ; let the merchandise tell the story, but make 
the background help. The public may not always like 
it, but it gets interest, you get credit for originality, 
and incidentally a good many more new sales. 





CONFERENCE HEARS MERCHANDISING METHODS 


The merchandising department of the Automotive Equip- 
ment Association, of which Arthur R. Mogge is director. 
with headquarters in Chicago, held an interesting adver- 
tising and sales promotion conference recently at the 
Congress Hotel, Chicago. One of the interesting features 
was an address by Alfred P. Haake, chief of the Bureau 
of Industrial Economics, McManus, Inc., Detroit, Mich., on 
“Merchandising Advertising” in which display points 
proved an important issue. 
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WINDOW SIGNS BOOST SALES 


If rightly conceived and executed they will e- 
prove to be potent factors in the creation of sales. 


The better the signs, the stronger the good 
impression of your store registered in the minds 
of prospective customers. 

Placed prominently in your windows NEWMAN 
BRONZE SIGNS will fairly radiate “class”’—tone up your 
displays—add that necessary note of distinction and 
individuality. 
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EVERLASTING BRONZE SIGNS 


No signs are better for show windows than signs of 
bronze, the Metal of Everlasting Beauty. 

And no bronze signs are better than those we offer to 
you at especially attractive figures. 


phn nbp pp ppp pppp ppp pp php ra nnn nr arr rwenewne ; 


They will positively and absolutely outlast your win- 
dows, while lending dignity and “class” to your displays 
and presentations at all times. They need little or no 
attention—easy to clean and always attractive to the 
passerby. 





Imagine the vast improvement if you placed one of these beau- 
tiful Newman cast bronze signs in each of your windows! 


A 
(Best of all, each and every Newman sign is backed by a copper- 
riveted guarantee. You must be satisfied or we will make good.) 


Write for Our Free Catalog and Ideas 
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“NEWMANCO” RAILINGS MR. NATIONAL ADVERTISER: 


of Genuine Brass Are you planning to purchase small brass or 
bronze window or counter signs for your dealers? 


Come to headquarters for your railings. : 
If so, by all means ask us for suggestive 


“Newmanco” superfine rails have been con- sliabubon anil Wen beet eunatite waives 
sidered the best for the past 43 years and you ‘ : ; 5 
simply cannot obtain better “barriers of brass” at In the making of unusual window plates, with 
anywhere near our prices. or without dealers’ names, we particularize. 


t+ 246222222222 D4 
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It will be a pleasure to work out your ideas 


Curtain rails, drapery rails, division rails and : to v 
for you, without any obligation on your part. 


back rails for your windows—stair rails, balcony 
rails and all varieties of rails, in all the popular 
finishes. Made of genuine seamless brass tubing 
and cast brass fittings. Other finishes, such as 


statuary bronze, oxidized and nickel, if desired. 
Send measurements for suggestions and our bs fe" [A SF ME. 


SAARAAAAAO 


lowest prices. 


| CO}S} 034552 4 
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CHANGEABLE-LETTER BULLETINS 


and store directories, with grooved backboards 
to receive celluloid, white enameled brass or 
lithoed steel characters, or embossed bronze or 
paper-letter strips. 











Pout 


Dealers and Agents: 
‘ ™ Made in all sizes to suit. Wood, kalamein brass or 
Ask about our attractive new selling cast bronze frames in all shapes and finishes. 


proposition. You will not be obligated in If interested be sure to write for our new catalog 
any sense of the word. of these changeable-letter boards. 


NEWMAN MANUFACTURING CO. 


—43 Years Young— 


420 ELM STREET CINCINNATI, OHIO 
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Window Display Service Field"Grows 


= 
Questionnaire sent out by The DISPLAY WORLD Service Bureau 


results in many interesting and valuable statistics 


TANDARDIZATION of prices and classi- 
fication of the various ‘forms of window 
displays seem to be the most important 
factors in the window display service field, 

judging .by the results of a questionnaire sent to 150 
service fitms throughout the country by The DIS- 
PLAY WORLD Service Bureau recently. Tabulation 
of the returned questionnaires—sixty in all—has just 
been, completed, and the total report is to be published 
in booklet form by the bureau for the benefit of the 
national advertisers seeking this form of service and 
the service firms themselves. 

Window display service—or the distribution and 
installation of window displays for national advertisers 
—has long been the subject of considerable criticism, 
principally on the part of the national advertiser who 
is using this particular method of getting his regular 
displays into the dealer’s window. This criticism has 
been due either to lack of proper business methods on 
the part of the service or incompetency in the manner 
of installing the displays. The results of the question- 
naire, therefore, have an important bearing on this 
particular form of window display installation. 

The many inquiries received by The DISPLAY 
WORLD Service Bureau for information on service 
firms throughout the country, the names and addresses 
of dozens of such firms located in certain sections, and 
many other requests, prompted the bureau to send out 
the questionnaire. The names of only 150 firms re- 
ported to be conducting such a business were obtain- 
able, and to these the questionnaires were distributed. 
The amount of returns was unusual—nearly 50 per 
cent. 


The questionnaire, complete, was as follows :> 


1, WHAT KIND OF WINDOWS DO YOU HANDLE? 
a. Those trimmed solely with merchandise for retail 
merchants? 
b. Those trimmed with advertising furnished by na- 
tional advertisers? 
c. Those trimmed with both advertising and mer- 
chandise ? 
. WHAT IS THE SIZE OF YOUR ORGANIZATION? 
a. Do youemploy window trimmers? Ifso how many? 
b. Do you trim windows yourself? 
c. How long have you been in the service business? 
d. Is your firm incorporated? 
e. Do you maintain a regularly equipped office? 
Warehcuse ? 
3. DO YOU TRIM WINDOWS ACCORDING TO A 
STANDARD DESIGN? 
a. Do you leave the entire arrangement of design- 
ing and installing the window to the trimmer? 
b. Do you maintain a dummy window in your estab- 
lishment ? 
c. Do you set up displays and ‘submit suggestions 
through photographs to national advertisers? 
. HOW DO YOU BOOK YOUR WINDOWS? 
a. Do you have regular dates booked ahead? 
b. Do you telephone the dealer, arranging dates for 
displays some time ahead? 


c. Do you make contracts with national advertisers 
for a certain number of installations in the course 
of a year? 

d. Do you merely take orders for installations without 
having signed contracts? 

5. WHAT PRICES DO YOU CHARGE FOR SERVICE? 

a. State price, per window, for ordinary service. 

b. If you give other forms of service, kindly state 
what kind and prices charged. 

6. DO YOU USE CREPE PAPER IN YOUR DISPLAY 
* INSTALLATIONS? 

a. If so, to what extent? 

b. Do you use other decoratives or fixtures? If so, 
what kind? 

7. HOW DO YOUR MEN INSTALL DISPLAYS? 

a. Do they travel by automobile? If not, state form 
of travel. 

b. Do they approach the dealer with an order for the 
window display installation from your office? 

c. Do they obtain a receipt from the dealer after in- 
stallation is made? Are these receipts sent to the 
national advertisers with your bills for service 
each week? 

d. Do you employ an inspector to inspect displays after 
they are installed? If not how do you check up 
on the work of your men? 

8. WHAT TERRITORY DO YOU COVER? 

a. How many cities? What are they? 

b. How many windows do you actually have avail- 
able for installations? 

c. Can you furnish a list of these for the national ad- 
vertiser, if requested? 

9. WHAT NATIONAL ADVERTISERS OR MANUFAC- 

TURERS ARE USING YOUR SERVICE THIS 

YEAR? 

a. List names here: 

b. Are they satisfied with the service? Can you show 
recommendations from them? 

c. Do you specialize in any one field, such as drug 
and grocery stores? If so,name it. 

10. GIVE ANY OTHER DETAILS AS TO HOW YOUR 
SERVICE OPERATES. 


The compiling of the information resulting from this 
questionnaire was one of the important developments of 
the year 1924 in display work, for it was the first time a 
comprehensive survey had been made of this particular 
branch of the display realm. The results are interesting 
to note: 

Of the 60 answering the questionnaire not more than 
50 were able to answer a majority of the questions and 
not more than 25 answered all the questions. The answers 
proved that there are many service firms in the field oper- 
ating on a sane business method and capable of giving 
good service to the national advertiser. Many others are 
just starting in business. Still others have been confining 
their efforts to merchandise displays for retail merchants 
solely, and have not yet taken up the subject of displays 
for national advertisers, although they express a desire 
to do so. 

In answering the first question, 36 firms replied that 
they handle windows trimmed solely with merchandise for 
retail merchants. One replied that it handled a few. Fifty- 
one reported that they trim windows with advertising ma- 
terial furnished by the national advertiser and fifty re- 
ported that they trim both classifications of windows. 

In response to the second question on the size of the 
organization, practically all those replying said they em- 
ployed window trimmers. Only one reported that he does 
not. One employs 21 trimmers; one employs 14; another 
10; two employ 12; three employ eight; one empioys seven; 
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: . Chicago affords the most complete Display Equipment and Decora- 
tion Market in the World—Time and money may be saved, and the 
2 best that decorative genius creates can be obtained in Chicago at 
prices that cannot be duplicated—quality considered. 
THE ADLER-JONES CO. FAITHORN COMPANY 
643 S. Wells Street 500 Sherman Street 
Artificial Flowers—Decorations Posters, Hangers, Window Cards 
= L. BAUMANN & CO., THE KOESTER SCHOOL 
357 West Chicago Avenue 314 S. Franklin Street 
Artificial Flowers—Display Decorations Display and Card Writing Instruction 
THE BODINE-SPANJER CO. NATIONAL CARD, MAT & BOARD CO. 
1160 Chatham Court 4318 Carroll Avenue 
Distinctive Display Decorations Show Card Boards, Mat Board, Cut-Outs, 
CHICAGO MAT BOARD CO. PAASCHE AIR BRUSH CO. 
664 W. Washington Blvd. 1902 Diversey Parkway 
Card and Mat Board Air Brushes and Accessories 
CURTIS LIGHTING, INC. SUPERIOR SIGN SCHOOL 
1119 W. Jackson Blvd. 2139 So. Wabash Avenue 
Complete Equipment for Lighting Effects Instruction in Display and Card Writing 
Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 
Copyright 1924 by The Display Publishing Co. 
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two employ six; two employ five; seven employ four; eight 
em@loy three; ten employ two trimmers and eight employ 
on@ man. This shows the variety of replies to one ques- 
tio. The same ratio of variety was apparent in practically 
all ‘answers. 


Many Service Men Do Trimming of Windows Themselves 


Fifty-three replying to the questionnaire declared that 
they trim windows themselves. Four do not. One trims 
wirdows himself at intervals. One designs the layouts and 
provides the color combinations for the trimmers. The 
replies to the length of time firms had been in the service 
business varied from two months to 22 years. Eight firms 
have been in business for three years, and in all other in- 
stances the replies showed a wide variance. Only six firms 
outl of the 60 replying to the questionnaire are incorporated. 
Forty reported they were not. Fifty-one reported they 
mainain a regularly equipped office for the conduct of 
their business. Six do not. Forty-eight maintain ware- 
houses or storage spaces for the handling of the window 
displays sent them by national advertisers. Ten do not. 

Only eleven of those answering the questionnaire leave 
the entire arrangement of designing and installing the win- 
dow to the trimmer. Forty-two do not. Thirty-eight firms 
maintain a dummy window in their establishments for the 
setting up of sample displays. Eleven do not maintain 
such a window. One firm reported that it used a vacant 
store window next to a newspaper office for the setting up 
of sample displays. Forty-seven reported that they set up 
displays and submit photographs to the national advertiser. 
Eight do not. One said he did, if necessary. 

Fifty report that they book dates for window displays 
ahegd. Three do not. Forty-four make such dates in ad- 
vance through the use of the telephone. One books his 
windows through the trimmers. One books through a route 
manager. Three book by personal calls. Three use a post- 
card system. One uses a letter, enclosing a return card. 
One firm reports that it books windows only a day ahead, 
while others book ahead from three days to six weeks. 
Forty-three reported that they make contracts with na- 
tional advertisers for a certain number of installations in 
the course of a year. Six do not. One does, if required. 
Twenty-six accept orders for window display installations 
from the national advertisers without making contracts. 
Twenty-three reported they do not. 

The price for service, under Question 5, varied from 
$1 to $50 per display, the latter top figure, of course, being 
for,a high-class merchandise display. The average price 

ped to be around $2, although seven firms reported that 
they charged $2.50 per display. The answers to this ques- 
tion, clearly indicate the necessity of a standardized price. 
A great variety of other forms of service were reported 
under division “b” of this question. All such forms of 
service were based largely on the materials used. 

Fifty firms reported the use of crepe paper in displays 
in answer to Question 6. Only one does not use this form 
of decorative. The amount used varies largely, and shows 
lack of understanding as to its use. Seven firms declared 
they used crepe paper, depending entirely on the nature of 
the display. One reported that he devoted fully 25 per 
cent. of his displays to crepe paper. One firm used as high 
as ” rolls in a display; another six to eight folds per 
winflow. Thirty-five firms reported the use of other deco- 
ratives or fixtures, and nine said they use nothing other 
than crepe paper and the ordinary decoratives for displays. 


see 


Men Travel by Automobiles in the Most Instances 


Fifty-three firms reported that their men traved by auto- 
mobiles in answer to Question 7, and ten firms reported 
Thirty-six firms 


their men traveled also. by street cars. 


' 
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require their trimmers to approach the dealer with an 
order for the installation and eight do not. Forty-seven 
obtain a receipt from the dealer after installation is made 
and 34 report that these receipts are sent to the national 
advertiser at the close of each week with a bill for the 
service for that week. One firm reported it sends such 
bills only at the close of each month. Twenty-seven firms 
employ inspectors to check up the work of their men. 
Twenty-three firms do not employ such a system. Twenty- 
one firms report that the proprietor or operator of the 
service check up the displays personally. Our service said 
it depends entirely on the honesty and integrity of its men. 

Except in the larger cities, practically all service firms 
cover more than one city. Some cover entire states or sec- 
tions of states, according to their replies to question No. 8. 
One firm reports that it covers six New England states. 
Another firm covers as high as 48 cities in California, it 
reports. The number or windows available for installa- 
tions is astounding in some instances according to the re- 
plies to division “b” of Question 8, and indicates that this 
question may have been misunderstood. It was the desirs 
of the bureau to determine just how many windows each 
service had been using for the display assigned to it. The 
amounts varied from eight windows in two cities to 10,000 
windows reported available by one firm in Ohio. _Thirty- 
two firms reported they could furnish lists of these win- 
dows for the national advertisers on request. Five said 
they could not. One reported he would not furnish such 
a list, as he considered it confidential. 

An extensive list of several hundred national advertisers 
using this form of display service was reported in answer 
to division “a” of question No. 9. Twenty-seven of those 
who answered with lists reported the advertisers were 
satisfied with their service and said they could show recom- 
mendations to that effect. Two reported they could not 
show recommendations and all others were non-commit- 
tal. In reply to Section “c” of Question 9, eleven firms 
reported they specialized in the drug and grocery field, 
while five firms specialize in drug stores alone. Question 
10 brought forth a great many facts regarding the opera- 
tion of these services, and in each instance there was some 
difference in the methods employed in obtaining windows 
for installations, methods of inspection and ‘the prices 
charged, indicating the great need of some standardization. 





MINIATURE MECHANICAL CITY ATTRACTION 

A mechanical city, consisting of more than 19,000 moving 
parts and which required more than eight years to con- 
struct, was displayed in one of the show windows of Her- 
man Straus & Sons Company at Louisville, Ky., during 
the holiday season. It proved to be a big attraction, 
crowds constantly blocking the sidewalk. The miniature 
city is the property of H. W. Yendes, of Dayton, Ohio, 
who had charge of it while it was being exhibited at 
Louisville. The miniature city was built in Denmark. 





STUDY OF WINDOW LIGHTING IS BEING MADE 

An extensive study of window display lighting to pre- 
vent reflections is being made by B. Altman & Company, 
of New York City, in its Fifth Avenue windows. It is 
hoped to provide superlight or some similar method that 
will remove the reflections of passing automobiles and 
busses, which greatly interfere with the displays. 





CHANGE IS MADE IN STORE’S DISPLAY MANAGERS 

E. T. Horn, formerly display manager of Gilmer’s Store 
at Greenville, S. C., is now connected with the Hobbs- 
Henderson Company at Spartanburg, S. C., as advertis- 
ing manager and displayman, succeeding I. J. Boulay, who 
has joined an advertising firm in Columbia. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 













GEORGE A. SMITH 
1737 Broadway, New York City 
Specializing in window displays for National Advertisers and 
Dealers. Model displays planned, reproduced and set up in my 


model windows. Make your “Window Display Dealer Helps’ 
produce the results they should. 





WASHINGTON WINDOW DISPLAY SERVICE 
1416 F Street, N. W., Washington, D. C. 


Covering Washington, D. C., and adjacent territory with window 
display installation service for national advertisers. Locations 
secured. Trained window trimmers. Guaranteed service. Write 
us your requirements today. References upon request. This 
firm is an associate of the Window Display Installation Bureau. 


Maurice Kressin, General Manager. 











THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 


Complete Window Display Service for National 
Advertisers in 
St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points, 

Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Prompt and Careful Attention Given to Special Campaigns. 

Installation Capacity 500 Displays per week 
Fur Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 


PIEGEL’s SILK SCREEN STENCILS 
ILK We make stencils from your sketches. 
Expot, repreducsions is par —, Our 
tencils have no pin-holes an o not 
CREEN peel or crack. Equipped to fill and ship 


TENCILS orders to all parts of the U. S. Send 


trial order—it will convince. 
INCE 1907 HERMAN SPIEGEL 


The Photographic Way 261 Livingston St. Brooklyn, N. Y. 
COVERING NEW ENGLAND LIKE THE DEW 











FITZPATRICK 


(: ADVERTISING SYSTEM 


Window Display Service and Distribution 
Specializing in National Advertisers’ Work 


50 Fulton Street Bridgeport, Conn. 








JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 

Velours, Show Cards, Valances, Reflectors, 
-Fixtures, Price Tickets, Beaver Board, Etc. 





EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service for 


National Advertisers. in 
GREATER BCSTON and VICINITY 





“Lee Knows Wisconsin” 
Displays installed, par- 
cel delivery, samples 
and coupons carefully 
distributed. INWINGOW wna 

LEE Soiare| splay 
Distributing Co. QQamaius 
179 4th St., Milwaukee 


Specializing 











If we can 
show a man 
what we 
have done— 
chances are 
he’ll want us 


VISUALIZATION SQ 


“Putting Ideas into Picture Form” him. 
METE LITAN TOWER, N. Y 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 
A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 


BOSTON 


And New England—4200 Locations Ava‘lable 
“WINDOW DISPLAY AND DISTRIBUTION” 


UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 


1296 Washington Street Boston, Mass. 








J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Serv- 
ice—Complete Service for National Advertiser 


Manager, J. D. Williams 





NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 

A national Display Service for installation of up to 
500 sales producing windows in St. Perul and 
Minneapolis. 

B. J. Millward, Manager 





A. S. FELDER 
24 Years Originating and Featuring Displays 
WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 
256 West Mth Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 





WINDOW-BOOTH-FLOAT 


LL e DISPLAYS 
b Specialists to Druggists and 
| DISPLAYS National Advertisers 
Seca Meacnanose Best Locations Available 
199 N. State Street Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118 No. LaSalle Street Chicago, Ill. 


Locations available in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





WORSINGER WINDOW SERV:CE 
124 West Mth Street New York City 


Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month, 
15 new assorted photos, giving brief description. 


Special Photo Service for Local and National Advertisers. 
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Banks Create Friendships By Displays 


Experience of Chicago institution proves public is sufficiently 
interested in educational exhibits to observe windows 


By ARTHUR L. BOWEN 
Advertising Manager, State Bank of Chicago, Chicago, IIl. 


HE educational value of a window display 
is well known and the indirect results ob- 
tained from such a feature are weil worth 
the attention of any business man, ve he 

merchant or banker. Window and lobby display ad- 
vertising as adapted for banks is probably the most 
dirett, efficient and economical method of advertising 
which can be used. It is yet in an embryonic stage as 
far as banks are concerned. 

We have endeavored in this article to pass on what 
we have learned through several years’ experience of 
window display work. Banks hold a unique positiun 
compared to retail shops, regarding what may be done 
with their display windows. Appeals can be made to 
local pride, thus developing the community _ spirit. 
Items of national interest and industrial stories prove 
as good material to work exhibits from. As can be 
readily seen, there is an unlimited field in the art of 
“shop window display work.” The increasing demand 
for industrial moving pictures, traveling exhibits, per- 


ke 


STATE B 


manent displays and the ever popular window display 
proves the high place accorded to visual education by 
modern business men. It also proves that the public 
wishes to know more about the manufacture of things 
used in daily life. There is no doubt about the effect 
of the appeal to the human eye. 

America is entering upon a new era in her indus- 
trial life—one in which the beautiful, as well as the 
useful, is demanded. The application of art to indus- 
try can be made the motif for many educational win- 
dow displays. The taste of the public is what the man- 
ufacturer strives to please and in this way be guided 
in making his choice of art work as part of his product. 
If through our consistent window display educational 
work we are able to raise the standard of things utili- 
tarian plus the artistic demands in articles of house- 
hold use, then we can feel justly proud of the results. 

After four years’ experience with window displays, 
the officers of the State Bank of Chicago believe that 
the public is interested in and wants to know more 


cage Nee = 
, BABY WEEK | 


Four of Arthur L. Bowen’s Attractive Displays for the State Bank of Chicago—Upper Left, St. Nicholas Christ- 

mas Display; Upper Right, Baby Week Display, tieing up with Infant Welfare Society and using life-like me- 

chanical baby; Lower Left, Display on Planning for a Home, Utilizing Architect’s Surroundings; Lower Right, 
Display Descriptive of Vacation Time, using Instruments obtained through a local ship chandler. 
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Our New Spring Book is Now Ready 


From page | to page 37 you will find it brimf.il of decoratives that will do what you want 

them to do—SELL—and, though distinctive and effective, you will find the designs shown are 

NOT expensive. This book is illustrated in full color and is free. Better write for it now. The 
sooner you have it in your hands the sooner you will profit. Ask for Book DS 1. 











L. BAUMANN & CO. 


357 WEST CHICAGO AVENUE CHICAGO 


















VST FHE BEST” 
PAPIER MACHE 


Prosperity tor You 
in 1925 


Art Fontaine Exposition Co. 
10714 N. Main Street Los Angeles, Cal. 
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Beauty and Warmth are Added 
To Your Window Displays 
When Trimmed with 


NATIONAL 
SILK PLUSH 


Every Rare and Radiant Shade 
Can Be Had by Dealing with a 
House That Specializes 100% 
On the Window Display Trade. 











She Napcoooms 


Let Us Help Solve 
Your Display Problems 


<—? 


Free Samples on Request 


<—? 





THE NATIONAL 
PLUSH COMPANY 


7 WEST THIRD STREET 
NEW YORK CITY 


“A National Institution 
Known For Service” 
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about raw materials used in every day productions from 
books to building supplies, from matches to radio sets. 
Of course, the bank is not engaged in any of the busi- 
nesses to which space is devoted. The returns are 1n- 
direct but positive as proved on many occasions. A 
few years ago there were many doubters as to the value 
of such activities by a bank. Today these doubters 
have ample opportunity of seeing crowds in many cities 
stopping before interesting displays in bank windows, 
covering a variety of subjects. 

Officials of the State Bank of Chicago know that, 
by actual count, many thousands of people pass their 
windows each day. During the years in which window 
displays have been exhibited, people have acquired the 
habit of stopping to see the latest. This bank’s ex- 
ecutives are firmly convinced that the time and space 
devoted to this activity are well worth while in the 
creation of new friendships for the bank and in ce- 
menting friendly business relations between the bank 
and the co-operating manufacturer. Retail merchants 
regard their window displays as one of the greatest 
features in making sales. People like to see what they 
can buy if they choose, and when they go to buy, the 
attractive exhibition of goods multiplies their desires. 
The creator of bank window displays can be governed 
equally as well by this rule in planning his window 
features, for he has only to substitute the various bank 
srvices for the tangible merchandise. 


Of What Value Are These Exhibits to the Bank? 


By actual count we know that the average number of 
persons passing any one of our three display windows is 
about 40,000 a day. Suppose only 2,000 of the 40,000 stopped 
each day during the two weeks of the display (the life 
of the average exhibit)? Then about 30,000 gained some 
knowledge of the subject chosen for exhibit. 


Do the People Who Stop and Look at the Display Show 
Any Real Interest? 


Frequently we place a small placard in an exhibit, in- 
forming those viewing the display that booklets contain- 
ing further information on the particular subject may be 
secured by going to such and such a room on the second 
floor in the bank. To get one it is necessary for the 
passerby to make a special trip inside our building to a 
second floor office. In this way scores of people enter the 
bank seeking information. This affords an opportunity 
to establish a friendly contact with each of these in- 
quirers, and thus a potential customer receives direct serv- 
ice on the subject he is interested in enough to enter and 
discuss. 

The intensive use of the windows of the State Bank of 
Chicago for advertising purposes was begun in 1921. Since 
that time the idea has developed in Chicago, and now 
bank windows’ are’ quite generally used for this purpose. 
Both direct and indirect methods are used. Many displays 
are purely industrial or educational, having no direct rela- 
tion to banking; others are built around a bank idea. The 
industrial displays seem to attract most attention and col- 
lections of curios come next in holding interest. In the 
words of one of our bank officials, “Nothing which the 
bank has ever done in the way of advertising has caused 
more favorable comment.” 
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What Are the Results of This Medium of Publicity? 
The results from this form of advertising are three-fold: 
First of all, those passing our windows are favorably 
impressed by the efforts on our part to tell of the hidden 
romances in industries producng those things we use every 
day. The consistent messages of thrift and suggestions 
regarding the safeguarding of wealth are duly appreciated. 
Certain windows appeal to the aesthetic nature of many 
and the thoroughness of the “evolutions” satisfies the man 
of detail; in this way the mind of each is at some time 
appealed to. 

Secondly, both manufacturers and retailers, who co- 
operate with us, invariably express the pleasure it has been 
to them to work with us in producing the various exhibits. 
We have many letters in:our files testifying to the stimulus 
thus given these industries which take advantage of this 
medium of publicity. This fact is further emphasized by 
the interest various trade journals and association maga- 
zines have shown in devoting some of their best space to 
articles prepared by us at their request on those windows 
pertaining particularly to their interests. These articles are 
usually illustrated by half-tones of the display. Thus the 
bank’s windows act as a creator of good-will and a medium 
for establishing better relations between manufacturer and 
consumer. 

And third, the reaction on the part of those viewing our 
window displays is favorable towards the bank in so far 
that so often we find a responding interest on the part of 
the customer in those displays appealing perchance to his 
profession or hobby. His mind thus found in a receptive 
mood, he reads with added interest those bits of thrift 
propaganda or banking information. Many times we have 
learned of people speaking or of being directed to our in- 
stitution as the “bank with those interesting windows.” 
Again, those intimately acquainted with our officers and 
employees very often find the various displays as a sub- 
ject for conversation. 

A retrospective survey of the year 1924 shows an in- 
creased interest on the part of banks throughout the 
country in window display advertising. In Chicago, .prac- 
tically every bank in the business’ district and a great 
many suburban banks have during the year arranged to 
devote space on their ground floors for exhibit windows. 
One loop bank has seven large windows; another banking 
institution hitherto housed behind iron bars, has followed 
suit torn down these bars, and thus done away with the 
mausoleum-like appearance, introducing in their place at- 
tractive and interesting display windows. With this evi- 
dence at hand and a knowledge of the sincere interest 
on the part of banks throughout the country in learning 
more of this form of publicity, I verily believe that the 
year 1925 will show marked progress in the manner bank- 
ing houses and other financial institutions present to the 
public their theory through “‘window panes.” 





RENT WINDOWS ONLY TO LOCAL MERCHANTS 

An effort is being made by the Retail Merchants’ Asso- 
ciation of Long Beach, Cal., to stop the practice of renting 
windows to out-of-town firms. In a number of instances, 
vacant windows in the city have been rented by Los An- 
geles merchants and displays of merchandise installed. 
A protest has been registered with owners of the buildings. 





HARDWARE IS DISPLAYED IN CLOTHING STORE 

Another switch of window displays to attract atten- 
tion was reported recently from Newburgh, N. Y., where 
the Lawson Hardware Company and the Bedell & Sey- 
mour Men’s Furnishing “Store exchanged displays for sev- 
eral days. The public was quick to observe the change 
and both stores profited by the stunt in advertising. 
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FRANKEL 
FIXTURES 


are synonymous 
with good dis- 
plays. They are 
manufactured of 
the best ma- 
terials, by skilled 
artisans and 
warranted for 
long-time serv- 
ice. 











DISPLAY 
MANAGERS 


will find our new 
catalogues _ par- 
ticularly helpful 
in planning up- 
to-date trims. 


Sales for 1925 
can be increased 
by effective sea- 
sonal displays. 


CATALOGUES 


Recently issued, will 





No. 115B 


No. 32—Display Forms 
No. 33—Metal Fixtures 
No. 34—Hosiery and 


No. 35—Clothing and 
Haberdashery 
No. 36—Racks and 


No. 37—Jewe!ry and 
Leather Goods 


No. )—Period Wood 
& No. 51—Shoe Fixtures 


be sent upon request. 


No. 115C 


“Every Type of Display Fixture known” 
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Upper Left, Toilet Goods Display by M. F. Hershey for the Stewart Dry Goods Co., of Louisville, Ky., color 
scheme, black, red, purple and orange, the wreath in silver; Upper Right, Children’s Apparel Display by H. 
Felgenhauer for Nugent's, St. Louis, Mo,; Center, Left, Handkerchief Display by George H. Wagner for 
Denecke’s, Cedar Rapids, Iowa, show card titled, “Christmas Ship is Coming In,’ Center, Right, Men’s Wear 
Display of Neatness, by Frank Dodson for Globe Shoe & Clothing Co., Pittsburg, Kansas; Lower Left, Display 
by Harold L. Braudis for Meekins, Packard & Wheat. Springfield, Mass., Large Corner Window with French 
Doors in Back permitting Tableau Effect,-Color Scheme, Tuschia and Gold; Lower Right, Holiday Display Used 
by all Stores of the Regal Shoe Company Chain, Standard Design Sent Out from Factory at Whitman, Mass., 
and followed throughout the Country. 
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Upper Left, Unusually Attraciive Human Interest Display of Cannon Towels by Milton Hartmann. for Brager’s, 
Baltimore, Maryland, Wax Figure of Man Taking Shower Bath Being Realistically Posed; Upper Right, Dis- 
play of Jack Tar Togs by Ben J. Ragsdale, for The Andres Co., Evansville, Indiana, Winning First Prize in 
Window Display:Contest Conducted by Strouse-Baer Company, of Baltimore, Maryland, Manufacturers of this 
brand of Clothes for Children; Center, Left, Display of Chiffon Taffeta by W. R. Harre, for Maas Brothers, 
Tampa, Florida; Showing Natural Poise of Wax Model, and Artistic Drape; Center, Right, Display by William 
H. Richards for Goldberg's, Inc., Trenton, New Jersey, Showing Attractive Use of Iron Display Fixtures in 
Island Window; Lower Left, Display of Men’s Shirts, by Harold L. Braudis for Mcekins, Packard & Wheat, 
Springfield, Muass., Showing How Care Will Provide Neatness in Displaying Shirts Over Forms; Lower Right, 
Automobile Display Using Effective Background, by. C. M. Shrider for the Reeke- Nash Motors Company, of 
Cleveland, Ohio. 
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OUR PLATFORM 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. 
5. Appreciation of Display by Merchants as the Most Powerful Factor in.the Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always Discuss Without Fear,’ 
Bias or Jealousy Every Activity in the Display Field and Serve Best All Interests. i 
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: . In the First Annual Display Review 
Display Certain ,¢ The DISPLAY WORLD, pub- 
to Progress in jished in January, 1924, predictions 
the Next Year were made that’ the year would mark 
the greatest progress ever recorded in the display field. 
In making that assertion, The DISPLAY WORLD 
was perhaps a little too modest. While there was op- 
timism and general stability predicted on all sides, the 
tremendous strides taken.during the year could. not be 
predicted, for, judging by the advance in the display 
field in the past, there was nothing on which to base 
the belief that it would advance several years in one. 
Yet that is just what it did. 

Window and store display today are advanced sev- 
eral years beyond what had been anticipated for the 
year 1924. Much of this advancement has been due to 
organization efforts during the year. The formation 
of the Window Display Advertising Association was 
one of the big accomplishments of the year just closed. 
The fact that: national advertisers, producers and cre- 
ators of window display advertising and others inter- 
ested in the subject have banded togther in an organi- 
zation is an achievement of the display year in itself. 
The fact that the most successful convention of the In- 
ternational Association of Display Men ever held took 
place in the past year is another achievement. Some 
of the conventions of this organization have been rather 
drab affairs, usually huddled into a hotel, with exhibits 
scattered here and there. The 1924 convention had as 
its crowning feature the greatest display of exhibits 
ever housed under one roof in America. The Buffalo 
displaymen, headed by Clement Kieffer, Jr., deserve 
credit for this remarkable convention. 


In all other activities of the past year, inasmuch as 
window display was concerned, there was marked prog- 
ress. Hundreds of new stores were opened and many 
Some -of: these 


new display features were installed. 





were the peer of all display construction, and, as a 
result, displaymen have been able to produce the past 
year the most artistic and sales-compelling displays ever 
unveiled to public view. These have only set the pace 
for the greater achievements that have been accom- 
plished during the Christmas season just closed. 

A merchandising window display contest conducted 
by The DISPLAY WORLD Service Bureau during 
the past year has brought to light some of the most 
astounding facts and figures concerning the sales value 
of window displays. A few years ago it would have 
been impossible to have attained such remarkable sales 
through window displays. The show window had not 
yet advanced to the stage of actual merchandising in 
tremendous volume. Today the window puts across a 
message that brings sales. The DISPLAY WORLD 
feels considerable pride and gratification in awarding 
the two silver trophy cups to the displaymen who were 
responsible for these two greatest merchandising win- 
dows of the year 1924. 

A survey of the display service field, something 
never before attempted, was accomplished, by The 
DISPLAY WORLD Service Bureau during the year 
just closed. The questionnaire sent out by this bureau 
was liberally answered, with the result that facts and 
figures never before attained have been made available 
for the entire window display field. This information 
has been published in book form by the bureau for 
distribution during the early part of the new year 1925, 
and, from all indications, there will be considerable 
demand for this little publication, so full of informa- 
tion on the installation of window displays by firms 
making a business of this particular work. 

Instance after instance could be enumerated show- 
ing the remarkable advance of the past year, and in 
each instance The DISPLAY WORLD will have been 
found to be leading the way with the beacon light of 
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display progress. As this progress is recorded, it can 
be safely assumed that the year 1925 will see even more 
remarkable achievements in the display realm. Win- 
dows will advance to greater accomplishments and 
achievements than ever before in the history of the 
world. There can be no turning back now. Once the 


progress has been attained that has marked the year 


nineteen hundred twenty-four there cannot be a pre- 
diction too optimistic for the year nineteen hundred 
twenty-five. 

The DISPLAY WORLD, therefore, predicts the 
greatest progress of all window display achievements 
in the year which is just opening its portals of possi- 
bilities and beckons to those who participate in its 
sphere to grasp the opportunity and ride on to further 
success. *And in it all The DISPLAY WORLD will 
be more than happy to continue to lead the way. 





That the public is showing more in- 


Public Showing terest in window and store displays 


Added Interest 
In All Displays 


newspapers of the eountry. Rarely does a day pass by, 
but that some of the most prominent papers give some 
attention to the subject of window displays. The fact 
that the President of the United States is an ardent 
window shopper is constantly commented on editorially, 
by newspapers. One of the most striking examples 
of this is the following editorial in a recent issue of 
The Utica, New York, Dispatch: : 

“In dispatches that come out from Washington 
at different times, one reads that President Coolidge 
had spent an hour or so downtown for a little “win- 
dow shopping.” 

“It is a habit the President has, and an exceedingly 
interesting one in a public man, as these gentlemen 
are expected to-go along with their heads in the 
air, giving little heed to the ordinary things of life 
on this mundane sphere. 

“Window shopping jin these modern days is a 
most interesting and informative experience. It should 
not be neglected by either men or women who have 
a desire to know what is going on in the great.mer- 
cantile world-and the manufacturing industry. Per- 
haps, in former days, when a store window was an 
insignificant thing, and was. occupied by plates of fly 
poison and some specked and dusty articles that stood 
for months in the same place, windows were not es- 
pecially interesting or attractive, and the quicker one 
got past them the better satisfied he would feel. 

“But in these times, when beauty, and art, and in- 
genuity, and the results of long study and high skill, 
the products of most intricate inventions, articles. which 
would have been impossible to procure a few years 
ago, but which are now sold for a few cents, and the 
products of many countries are shown in wonderful 
profusion and under the most attractive arrangement, 
it is no wonder that the President of the United States 
can spend occasional hours before them in wonder- 
ment and to his intellectual profit. 

“It has been said by somebody that these lavish 
displays tempt shoppers to buy beyond their needs and 
means. This may be true in a few instances. But as 
a general thing, display windows are educational.” 


is evident by the increasing atten- 
tion given to the subject by the 
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_ Many department stores have writ- 
Budget Plans t. The DISPLAY WORLD Ser- 
Best System vice Bureau during the past year 
in Display Work for information on the budget plan 
for display departments. In practically all instances 
this publication has helped such stores with suggestions 
and methods of operating such systems. There is no 
question but that the budget plan is the most logical to 
follow in operating the display department of any store 
for the year. 

It is the recommendation of The DISPLAY 
WORLD that the budget for the operation of the dis- 
play department be based on not less than three per 
cent of the annual volume of business recorded by the 
store. For instance, a store doing a business of approx- 
imately $250,000 a vear would have a budget of $7,500, 
which would fairly accurate for a smaller institution. 
A store doing an annual business of $1,000,000 would 
have a budget of $30,000, which is quite often the 
amount figured on by a store of this size. Stores doing 
business in greater volume spend nearly that much for 
their Christmas displays alone. When it is considered 
that the salaries of the display manager, his assistants, 
card writers, etc., and all decoraties and fixtures, must 
come out of the annual budget a three per cent basis is 
not unreasonable to figure on. 

When the budget plan is adopted there is no further 
controversy during the year on what may be purchased 
and what may not be purchased by the display depart- 
ment. The expenditures must come within the budget, 
and it is a reasonable supposition that, if display ad- 
vances the way it has the past year, all department 
stores will find it practically necessary to place the dis- 
play divisions on such a basis. 





It is-with no small sense of pride 
and satisfaction that the publishers 
of The DISPLAY WORLD are 
able to present this Second Annual 
Display Review to the window display field. It is an 
achievement that marks the culmination of another year 
of leadership in this particular field. The First Annual 
Display Review, published in January, 1924, predicted 
the very progress that resulted the past year, and this 
issue—the acme of all display publication efforts—is 
indicative. of the additional rapid progress that’ will be 
made during the forthcoming year. 

This Second Annual Display Review should be pre- 
served by those interested in all branches of the window 
display field as a Year Book.*; It will-be found to. be a 
handy reference book throughout the year, and- when 
next January’rolls arotind it will be. exceptionally valu- 
able to study and consider in checking up the remark- 
able progress that is certain to take place during the 
new year which is just beginning. The book has versa- 
tility of editorial comment that concerns all angles of 
the display field, and, therefore, is valuable as a leading 
factor during the year. 


Second Annual 
Display Review 
An Achievement 
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Rain Gives Realism to Roofing Display 


Actual bungalow is reproduced in window with all the natural effects 


AIN dashing down on the roof of a minia- 
ture bungalow in a show window provided 
such an unusual setting that persons who 
passed the St. Louis branch of Johns- 

Manville, Inc., recently were almost forced to stop and 

gaze at the display in amazement. 

‘During the past nine months we have been conduct- 
ing a national newspaper advertising campaign, this 
campaign being calculated to bring to the attention of 
the buying public the many advantages to be gained 
through the use of asbestos roofing. 

In the city of St. Louis the St. Louis Globe-Demo- 
crat was selected as the newspaper to be used as the 
advertising medium in the St. Louis territory. In this 
paper we used a six-column advertisement featuring 
Johns-Manville Asbestos Roofing, and in practically all 
of this copy we showed asbestos roofing being applied 
to a home of some sort. 

The display, which was erected here in our large 


necessary to stop the passersby 


By G. E. FEKETE 
Building Materials Dept., Johns-Manville, Inc., St. Louis, Mo. 


Display. by Johns-Manville, Inc., St.: Louis, Mo., in Which Rain Pours on the Roof of Bungalow. 





front show window, was for the purpose of connect- 
ing up with this campaign. Our general offices for the 
southwest are at 1014 Olive Street, which location is 
right in the center of the downtown shopping district. 
It is very probable that as many people pass our front 
window here as pass any other point in the downtown 
section. The house shown in this display was built for 
the purpose by our established roofing distributors here 
in the city, the Holekamp Lumber Company. The 
illustration speaks for itself. It will be noted that we 
have gone to considerable expense and effort to pre- 
pare such a display as would not only attract the eye 
of every passerby, but. would also prove of unusual 
interest. : 


The house itself is representative of thousands of 
small wooden bungalows that are being built through- 
out the country today. The floor of the window was 
covered with a grassy kind of moss, greatly resembling 
the ordinary lawn. The house really bears the appear- 
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ance of a finished home, on a miniature scale, and really 
all that would be needed.to’make it. complete would be 
a few midgets to live in it. The roof of the house is, 
of course, covered with Johns-Manville Asbestos Shin- 
gles. All of the windows have flower boxes beneath 
them in which live flowers actually grow. Around the 
front porch columns are entwined, growing vines of 
various colors, and a concrete walk runs right down to 
the front of the window. 

In order to make the display spectacular, we ran a 
one-half inch water pipe along the ridge of the roof. 
Small holes were bored in this pipe to let the water run 
out over the roof, which gave the effect of rain falling. 
The result of this display has been very gratifying to 
us. Thousands of people pass by it every day, and 
many hundreds of them stop and take in every detail. 
It has attracted favorable comment from many direc- 
tions, and we have been told that it is the most realistic 
display of any kind that has ever been used by any con- 
cern having a show window in the downtown district. 


Buffalo Displaymen are Active 


Prepare series of educational and social meetings 
for the entire winter season 


By ELLWYN McEACHNIE 
Display Manager, Jahraus-Braun Co., Buffalo, N. Y. 





Buffalo displaymen continue active, and since the na- 
tional convention of the I. A. D. M. in June have continued 
to work untiringly for the general betterment of window 
display conditions. The Buffalo Display Men’s Club has 
been exceptionally active this fall and our program, which 
runs well into the winter months, is interesting and in- 
structive. 

Our secretary, Al Dietrich, has been ill, and this prob- 
ably accounts for no news of the Buffalo Club’s activities 
having been published for some time. We hold our meet- 
ings the first and third Thursday evenings of each month. 
The first Thursday, being an educational meeting, is given 
over to speakers and demonstrations. The -next to ap- 
pear early in January will be Bert«Clark with demonstra: 
tions on show cards, and John Fuller, of the Walk-Over 
Company, with a shoe display demonstration. 

The second Thursday is given over to business and 
entertainment. The next will be a dinner meeting and 
will be followed by a bowling party. E. Preston Browder, 
of Kobacker’s, is chairman of this committee. 

On November 24, Clem Kieffer gave a dinner dance to 
the club as a recognition for the support he received dur- 
ing the most successful convention the I. A. D. M. has 
ever held, and it was a merry time. The boys gave Mr. 
Kieffer a handsome electric waffle iron for his efforts in 
putting the Buffalo Club in a better light with the mer- 
chants. 

We have definitely decided upon February 13 as a suit- 
able date on which to hold the annual Crystal Ball. 





GOETTMAN WILL AGAIN MAKE TRIP TO EUROPE 

Carl Goettman, assistant superintendent and display man- 
ager of The Joseph Horne Company, Pittsburgh, Pa., will 
again sail for Europe, December 27. Mr. Goettman made 
the trip there last Neate in quest of display ideas for the 
store, and was so successful that he was asked to make 
the trip again this year. 
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The Model 75 Floodlight 


will give you more and better light in your win- 
dows at a saving of at least one-third in current 
consumption! This is based on actual tests by lead- 
ing stores. 

You can quickly and easily install these units to 
replace your present system of lighting and flood 
your windows with a brilliant evenly distributed 
light, and éliminate all shadows. 

PRICE Model 75 Floodlight, complete with universal 
arm, wiring and plug, ready for use, $10€.50. 

Color unit to fit same, including frame and five as- 
sorted colors, $3.00. 

Successful merchants everywhere are now using 
these money-saving units. 

Made of metalL—WILL NOT BREAK, CRACK or 
PEEL. 


SUN-RAY LIGHTING PRODUCTS, INC. 


119 Lafayette St. (Dept. W) New York, N. Y. 
“Best By Test” 
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World’s Greatest Furniture Store 


Plan of large retail organization to erect remarkable establishment 
with astounding display features on Pacific Coast 


By A. D. SMITH 


Publicity Manager, Barker Brothers, Los Angeles, Cal. 


ITHOUT doubt what will probably be the 
greatest furniture store in the world is to 
be erected by Barker Brothers, the nation- 
ally known furniture dealers of Los An- 

geles, California. A_ realty transaction involving 
$60,000,000 was completed recently between Barker 
Brothers and the Sun Realty Company, making pos- 
sible the new structure, which will have some of the 
greatest display possibilities ever achieved in_ this 
country. 

The new site has a frontage running from the 
southeast corner of Seventh and Flower Streets to the 
southwest corner of Seventh and Figueroa Streets, a 
total of over 335 feet, fronting along an entire city 
block. This property has a depth of 110 feet on both 
Flower and Figueroa Streets, making the over-all size 
of the property 335 by 110 feet. Construction of the 
new building, which is to be twelve stories in heighth 
with basement, will begin at once. In point of size 
this will be the largest structure in Los Angeles, con- 
taining more than 500,000 square feet. The entire 
building, together with the additional buildings planned 


for later, will be ocupied by Barker Brothers and de- 
voted entirely to housefurnishings. 


Commenting on the move of Barker Brothers, 
Henry S. McKee, president of the firm, says: “The 
business of Barker Brothers has had half a century of 
uninterrupted growth and success. It is today the 
largest establishment in America devoted to furniture 
and home. furnishings. Its display rooms contain 
probably the greatest collection of fine furniture as- 
sembled under any one roof in the United States. The 
business has a financial net worth of about $7,500,000. 
The present move to a new building, designed for its 
activities of limit-height occupying an entire city block 
of frontage on Seventh Street, is based on the complete 
faith in the future of Los Angeles.” 


The new building will be designed after the Italian 
Renaissance period, according to Curlett & Bealman, 
architects. It will be featured by an exceptionally 
beautiful front of brick and terra cotta, having a 
massive entrance of decorative stone which will reach 
some three stories in height. The entrance hall will 
be massive, having a height of nearly forty feet. It 


Magnificent New Furniture Store to be Built by Barker Brothers at Los Angeles, Calif. 
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will be finished in American walnut, while the floors 
will be of Italian Travertine marble imported from 
Italy. The interior of the building will be finished in 
keeping with the character of Barker Brothers’ busi- 
ness. 

It can plainly be seen from the tremendous frontage 
what remarkable display features will be obtainable. 
Paul Francisco Lupo, long famed as one of the fore- 
most furniture window displaymen of the country, will 
have ample room in this broad expanse of display win- 
dows to work out more of his original displays, which 
have been reproduced throughout the world. 

Barker Brothers started in business forty-five years 
ago in a modest establishment, and the growth of the 
firm has been phenomenal. It is a great tribute to the 
belief in Los Angeles and the future progress of the 
Pacific coast that this remarkable building is to be 
erected. 





Washington’s Home in Miniature 


Real estate firm has unique displays prepared by 
a well-known displayman 


N display in the Paul E. Stark Company show win- 

dows at Madison, Wis. is a colonial house carved 
from wood taken from the home of George Washington 
at Mt. Vernon. It is used each year in the installation 
ceremony of the president of the National Association of 
Real Estate Boards, symbolizing the American home and 
representing the duty and work of the realtor in promot- 
ing home ownership in America. 

Other interesting features are three owls in a tree in 
the background—their eyes blinking on and off—with a 
card on which it says, “The Wise Old Owl Says, ‘Be 
Wise—Own Your Home,’” and on another branch of the 





Madison, Wisconsin. 


tree is a red-headed woodpecker pecking away for a home 
and on the card it, states, “The Original Home Builder.” 
Under “The World” on another book-shaped card are the 
words, “You May Travel All Over the World and, After 
All, There is No Place Like Home, Sweet Home.” On a 
miniature billboard is written, “You Pay for a Home in 
Rent Whether You Own It or Not. Why not own it?” 

It has been said that real estate windows are hard to 
trim. This probably is true largely because realtors gen- 
erally have not given time and study to this particular 
problem—most of them contenting themselves by writing 
“Real Estate” in large letters across their windows. Dur- 
ing the past year the Paul E. Stark Company windows by 
“Art” Knisely have occasioned considerable comment. 
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Announcing--- 


KLEE’S New Big 
Thought in Fixtures! 


Catalogue 
and 
Prices 
Sent 
Upon 
Request 





KLEE DISPLAY FIXTURE CO., Inc. 


Manufacturers 


174-78 Atlantic Ave., Rochester, N. Y. 




















Profits Promoters 


ATTRACTIVE BRIGHT WINDOWS 
TRIMMED WITH 


Hydol’s Plush 


RADIANT, RICH AND 
LUSTROUS COLORS 


24, 36, 50-inch widths 


Free samples on request. 


Headquarters for a Complete Line 
of Cotton Velour 


The Hydol Plush Company 


Established 1889 
36 East 21st St. New York, N. Y. 
Character Mdse. “HYDOL” 











































































































































































































































44 THE DISPLAY WORLD 






January, 1925 


Chicago Monthly Display Review 


Fur clad shoppers greeted by displays of southern wearables when 
State Street stores inaugurate ‘Season for Southern Tourists”’ 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


ITH the advent of the new year, and in ac- 
cordance with precedents of previous years, 
some of the more representative State Street 
stores immediately inaugurated the “Season 
for Southern Tourists” through the combined 
media of their advertising and window displays. The lat- 
ter were, of course, due to receive the most noticeable in- 
terest, due to the fact that the displays were in them- 
selves of unusual merit and the further fact that these 
consisted of the actual articles in natural size, color, etc., 
even if the settings were, in some cases, “artificial.” 

After weeks of cold weather, during which time only 
such things were shown that would suggest luxurious 
warmth, it is only natural that such an abrupt change 
in the character of the displays would create much atten- 
tion. From the amount of advertising done, the extent of 
the window displays, and the high character and variety 
of the southern wearables offered for sale, it is obviously 
evident that great preparation has preceded this event and 
that it may well be accepted as an established institution. 

As might have been expected the outstanding windows 
of the street, in point of attraction of display art, as well 
as that of the most comprehensive display of styles, are 
the windows oi Arthur V. Fraser at Marshall Field & 
Company. The entire stretch of windows along State 
Street, from Washington to Randolph, were devoted ex- 
clusively to this character of merchandise for women. The 
window settings were especially prepared for the display 
and were, as usual, strikingly original and effective in their 
purpose. The arrangement of the merchandise was equally 
well done, bringing out the particularly new styles with 
excellent emphasis. 

The dark walls of the fall opening backgrounds, to- 
gether with the decorated ivory arches, were the only 
parts of the previous settings which were used in the 
present displays. These afforded an appropriate back for 
the additional set pieces, which were to furnish the proper 
atmosphere for the southern tourist windows. With the 
exception of the two corner windows at Randolph and at 
Washington streets, all the State Street windows were 
treated in a similar manner. The decorative setting con- 
sisted of two flower trees in ornamental urns, placed about 
the center of the depth of the window and approximately 
3% feet from the side walls of each window. This ar- 
rangement of the trees forced the display of merchandise 
in the exact center of each window, which in practically 
every instance consisted of only two drapes, or two forms, 
posed in a unit and close together. 

The corner window at State and Washington carried a 
display of beautiful linens, displayed in the usual high- 
grade manner characteristic of this store. The special 
decorative treatment accorded this trim consisted of a 12- 
foot tree of lilac sprays placed in a large ornamental urn. 
This was placed near the rear and center of the back- 
ground. Artistic table covers in open-work designs were 
displayed over tables upon which other smaller pieces were 
deftly arranged. Purple wisteria blossoms were placed here 
and there over the snow-white linens with a delightfully 
different and pleasing effect. The window card, gold let- 








tered on white board, read: “38th Annual Sale of Damask 
Tablecloths and Napkins.” 

The men’s store of Marshall Field & Company, which 
is across the street from the main store, had several of 
their most prominent windows featuring smart-looking 
summer merchandise, including a liberal sprinkling of 
straw hats, as a strong bid for the business of the men 
who will make the southern pilgrimage. 

Mr. Kagey’s windows at Mandel Brothers were next 
in importance to those of Field’s from the viewpoint of 
distinctive treatment. Five large windows with special 
background paintings covering the entire background walls 
of the windows—a continuous scenic effect of palm trees, 
blue skies and summer flowers, in front of which were dis- 
plays of distinctively summer wearables consisting chiefly 
of white and light tan shades, left little doubt in the minds 
of shoppers from across the street as to what the display 
meant to emphasize. 

Three windows on State Street and the first two on 
Madison Street were devoted to this display of southern 
tourists’ styles. Each window had a neat metal sign in 
the center on the floor, reading “Palm Shop—Fourth 
Floor.” A patch of artificial green grass, about three feet 
wide by ten feet long, was placed on the floor and against 
the bottom of the background scene. A piece of wicker 
furniture was set on this and a wax figure wearing some 
particularly smart costume posed nearby. Other figures 
or drapes, or both were used to complete the display in 
each window. 

Mr. Tannehill, of Carson, Pirie, Scott & Company, has 
divided the burden of his window displays at this time in 
such a manner that the windows are featuring three dis- 
tinct events at the same time. Five windows on State 
Street and the two most prominent ones near the entrance 
on Madison Street are devoted to the display of “New 
Fashions for Winter Travelers,” in which are featured 
with telling effect, distinctive unit windows of southern 
wearables for every occasion. With no background 
change whatever, these windows are made to stand out 
distinctly for what they are by the sheer force of selec- 
tion combination and arrangement of colors, styles and 
merchandise, together with some well-chosen pieces of 
wicker furniture, the shades of which seem to have been 
made .for the particular display in which they appear. A 
small wicker basket of spring flowers, which seems to 
find itself in just the right spot in every window, adds the 
final touch to each of these displays. 

The “January Sales,’’ which are always an event of 
considerable importance at Carson, Pirie, Scott & Com- 
pany, are well represented in the balance of the windows. 
Neatly arranged trims of merchandise which smack of 
quality at sight, some lines using an entire 20-foot win- 
dow and some with three units to a window. The window 
cards vary from one-fourth to one-half sheets in size and 
are gray cardboard lettered in white bearing the uniform 
caption, “Great January Sales,” followed by well-worded 
selling copy. 

A different kind of a card, different in color, size and 

(Continued on page 57) 
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So beautiful the effect of Sol Satine, in the win- 
dow display shown here, that C. W. Klemm, Inc., 
feel that the photo does not do it justice. 


For the foundations and backgrounds of your 
windows, use this wonderful fabric, too. 


Comes in 32, 36 and 54 inch widths. 36 lovely 
shades and colors—offering limitless display pos- 
sibilities. Wears like iron, so you can use it 
many, many times. Let us send you samples. 


S. M. HEXTER & CO. 


Sole Owners 


CLEVELAND, OHIO 
New York Office, 1140 Broadway 
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Window Lighting Shows Improvement 
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Many accomplishments during the year 1924 are recorded in the 
: illumination of the display windows 


By M. J. WARD 
Sec’y Educational Committee, Curtis Lighting, Inc., Chicago, Iil. 





HE importance of lighting as a prime factor 
in successful display execution was never 
more fully understood and appreciated than 
during the past year. There has been a 

constant demand for higher intensities in show window 

illumination, and reflectors have been designed that 
distribute the light of the more powerful lamps evenly 
over the display so that during the day troublesome 
plate glass reflections may be reduced and at night 
the show windows may stand out with greater promi- 
nence. Retailers now generally recognize the sales 
value and pulling power of efficient lighting equipment. 

“Effects” is the word that will characterize display 
lighting ‘during the coming year. This means that the 
show window will more than ever utilize the methods 
of the stage in commanding the attention of the win- 
dow shopper. Spotlights, window floodlights, color 
lighting, floor and table lamps—in short, all the equip- 
ment used by the stage artist to create “atmosphere”— 
will be used by the display artist to the same purpose. 





In settings that will intrigue the passerby and hold 
his interest, the displayman accomplishes his objective 
of making the store’s windows its most efficient silent 
salesmen. People have become indifferent to the 
old-fashioned, stereotyped, draped-on-form of window 
display, just as they avoid all the crowded mail-order 
catalogue presentation of goods that was once the 
vogue. 

There are so many things to be seen these days that 
the average person will nqt spend his time looking at 
the ordinary. Where once a merchant put a few boxes 
of men’s knitted underwear in a window and expected 
them to sell themselves, he finds that now they are 
passed by unnoticed. But let him clothe a model in a 
suit and a dressing gown and show him relaxing in his 
comfortable chair, with his evening paper in his hand 
and a well-shaded lamp at his elbow, and he will have 
a crowd of men looking at the display and envying the 
comfort of the.man in the window. The goods were 
presented in a way that every man imagined himself in 
that model’s stead. 


The big idea in all window displays is to present 
the goods so that whoever passes by will see something 
in the window that will appeal to his own needs or de- 
sires. Once’ you get the observer into the “mood” of 
your windows you have prepared the ground for a sales 
harvest. Lighting has it in its power, as no other single 
element has, to produce the atmosphere which creates 
the mood. With simple equipment that may be placed 


‘the most prepossessing settings possible. 


anywhere in the window, a variety of effects may be 
produced to transform the setting completely. 

There is one other observation that might be made 
in connection with this new trend in display lighting: 
Luxuries, as we all know, demand more sales effort 
than every-day necessities, and to attract attention and 
instill the desire for them requires displaying them in 
With the 
anticipation of money moving more easily this year, 
the merchant can expect a greater turnover in these 
so-called luxuries that people have refrained from buy- 
ing in the past few years. In this respect, during the 
coming year display lighting is going to play a stronger 
role than ever before in promoting the “buying spirit.” 





RECEIVES PROMINENT NEWSPAPER MENTION 


Morris M. Ejinson, secretary-treasurer of the Einson- 
Freeman Company, Inc. of New York City, prominent 
lithographers and manufacturers of window and counter 
displays, received prominent newspaper mention in the 
Herald, of Yonkers, N. Y., recently, with an autobiography 
of his life and business achievements, together with a large 
portrait of himself. Mr. Einson is a popular citizen of 
Yonkers and this resulted in the exceptional tribute in ‘his 
home-town paper. 





CANDY DAY WINDOW DISPLAYS ATTRACTIVE 


Reymer & Brothers, Inc., of Pittsburgh, Pa., conducted 
a window display contest for Candy Day recently for the 
dealers in Allegheny County. More than 250 competed 
for the prizes. The principal awards were as follows: 
First prize, $100; Geeorge Weidl, 409 Butler Street, Etna; 
second, $50, Schwartz Drug Company, Knox and Bausman 
streets, Knoxville; third, $25, Garden Confectionery, 10 
West North Avenue, Northside; fourth $15, I. G. Amsler, 
818 Warrington Avenue; fifth, $10, Carnegie Penn Phar- 
macy 7332 Penn Avenue. The committee of judges had as 
its chairman, Carl Goettman, display manager of the 
Joseph Horne Company, Pittsburgh, and a vice-president 
of the International Association of Display Men. 





NEW SLOANE COMPANY ELECTS ITS OFFICERS 


Following the preliminary announcement by W. & J. 
Sloane of the formation of a company to manufacture 
linoleum at a plant to be built near Trenton, N. J., details 
of the organization and officers have just been given out. 
The name of the new company is W. & J. Sloane Manu- 
facturing Company. It is incorporated under the laws of 
New Jersey and is a separate organization from W. & J. 
Sloane. The following officers have been elected: Presi- 
dent, John Sloane; first vice-president, Nelson S. Clark; 
second vice-president, John Tomec; secretary, George 


Lamble; treasurer, W. E. S. Griswold. In addition to the 
above, the Board of Directors will include George H. Ste- 
venson and William M. Stevenson. 
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Creating Desire for Winter Sports 


(Continued from page 22) 


advance of its happening, via the painted background 
device always in readiness to tempt jaded city dwellers 
of the pleasures they are missing. In this particular 
case the spectator viewed a woman skii participant 
gliding gracefully down a steep snowy mountainside. 
The woman desiring to be suitably clad for watching 
or entering the tournament found ample assistanve 
from the exhibit of knitted sports wear in the rest of 
the trim. 

Elaborate treatment is out of place in a unit dis- 
play. Artistic simplicity is the best selling bet. Trust 
such a noteworthy store as Lord & Taylor’s, New York 
City, to handle a winter sports wear unit with their 
customary skill. Over a stand at the centre, two long 
skiis, of an ebony hue, were crossed to compose the 
letter X. The poipt where the two skiis came in direct 
contact was charmingly draped with two woolen scarfs, 
one trailing on the floor at the rear, and the other di- 
rectly in front. The two scarfs were knotted to form 
a rosette before they parted company. 

The color combinations were white, blue and brown. 
Just above the two scarfs, between the spaces of the 
two skiis, right across them, a pair of white angora 
gloves reposed. On the ground between the two skiis, 
as near central as possible, a Tam O’Shanter matching 
one of the scarves was in evidence. Against the neu- 
tral-toned background at each end a snow shoe was 
placed in an upright angle. 





NEW LINE OF WINDOW REFLECTORS 


“Sterling Stipple Reflectors” is the name of a new line 
of reflectors for show windows, display cases and interior 
lighting just placed on the market by The Reflector & 
Illuminating Company, Chicago, Ill. The manufacturers 
announce that the entire line was designed and engineered 
to meet the many requirements of efficient display lighting. 

The reflectors are constructed of clear crystal glass and 
silvered with three applications of pure silver. A _ special 
process produces a crystallized finish of attractiveness and 
durability. They are finished jin baked Indian brown 
enamel so as to harmonize with the standard and popular 
finishes of wood and metal window construction. 





ISAAC SEDER DIES SUDDENLY IN PITTSBURGH 

Isaac Seder, president of Frank & Seder, having stores 
in Pittsburgh, Philadelphia and Detroit, and vice-president 
of the National Department Stores Inc., died suddenly in 
Pittsburgh Christmas Day. Mr. Seder was a great advo- 
cate of window display advertising in connection with his 
stores and spent large sums for effective display work. 
The Frank & Seder Store of Detroit incidentally was 
awarded one of the principal prizes in The DISPLAY 
WORLD Service Bureau Merchandising Window Display 
Contest for 1924. 





OREGON DISPLAY MANAGER CHANGES POSITIONS 

O. H. Patterson, who has been the well-known display- 
man for O. W. Pearson, of Portland, Ore., is now display 
manager for the Bee Hive Department Store at Astoria, 
Ore., having entered upon his new duties recently. 
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Hugh Lyons & Company 
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Annual Display Review and Predictions 


(Continued from page 19) 


The successful store has adopted the unit display which 
they have found to be the most effective for turning the 
merchandise into cash. It seems to me that it is only the 
matter of a short time when the successful merchants will 
all agree on one class of display, featuring merchandise in 
the proper atmosphere without even a chance of confusion 
by overcrowding. For instance as an extreme example, we 
will suppose a sale of dresses is to be staged. Why is it 
necessary to show more than the range of colors and styles 
in the windows? Would it not be more practical to show 
the color range of each style in a separate window featuring 
the style and price? This, to my mind, would be the most 
effective way to show the garments. The same rule could, 
of course, be appled to every line of merchandise with modi- 
fication to suit the requirements. If this were not a prac- 
tical way to handle window displays the national advertising 
would not be adopting the system. It has been proven by 
many of the latter that displays showing one item or one 
line of merchandise without repetition are more beneficial 
than a confusing conglomeration showing several of each 
kind. It is my belief that the time will come when the so- 
called stocky as well as junky display will be a thing of the 
past in the successful store. 

The window shopper is becoming more and more edu- 
cated in the selection of merchandise from the windows, 
and surely it stands to reason that a display will have a 
greater appeal where repetition is eliminated. No sensible 
person who is seeking information regarding merchandise 
in a window fancies the idea of seeing the same thing 
twice. It is a matter of psychology. Looking at the same 
merchandise repeatedly cheapens it in the mind of the 
observer whether he is aware of the fact or not. 

This is my opinion as to what the future holds in store 
for window displays. It may and it may not be correct, 
but, at any rate, it all seems very logical that with our 
modern facilities for placing merchandise before a better- 
educated public than we have heretofore known and that 
it will only be necessary to show the fine points of the 
merchandise, and, if advisable, the price, it is merely a 
matter of whether or not they require the article displayed. 

Of course, the appeal made through the window must 
be forcible enough to bring the customer into the store. 
That is the one important thing of window display. After 
the customer is on the inside it is entirely up to the sales 
people to use their influence to close the sale. 


DISPLAYS WILL JOIN ALL PROGRESS 


By PAUL V. BARRETT 
Advertising Megr., International Correspondence Schools 


AVE you read the morning papers? The Amoskeag 
Company, of New England, one of the biggest in the 
textile industry, is working full time. 
The H. C. Frick Coke Company has fired 340 additional 
furnaces in the Connellsville field. 
News of a similar nature is filtering in from all sections 
of the country. 
The grain, cotton, stock and bond markets have ex- 
perienced the most violent upward move since 1916. 
Such a situation has a direct bearing on all branches 
of industry. Prosperity is in the air. 
With the quickening of industry national advertisers 
will launch a salvo of publicity that will be heard—and 
seen—in every city, town and hamlet in the United States 





and Canada. Window displays will figure prominently. 
They have demonstrated their worth in the past to the 
biggest advertisers in the country. They must be reckoned 
with in the future by the advertising director who seeks 
national favor. 

The tieup between the national advertising and the 
product itself is very definite and close. The package—the 
product—is only one step away. . 

The window, crystallizing into action the impression 
made by the advertising in the magazines, newspapers, bill- 
boards, etc., the sale is made; 1925 will be a big year for 
window display advertising. 


CO-RELATING ALL ADVERTISING 
By ROSS H. WILSON 
Advertising Mgr., W. A. Sheaffer Co., Ft. Madison, Iowa 


OSSIBLY the most difficult task facing the advertising 
manager of a national advertiser is to co-relate the 
various advertising activities of a large organization com- 
prising many branch offices, field salesmen, advertising 
agent, sales advertising and sales promotion department. 
Back in the dim, distant dark ages of advertising, it was 
decided that a certain amount should be appropriated and 
be called “advertising budget.” Everything that was given 
away by the company or that was blackmailed out of the 
company by various forms of so-called advertisers was 
charged to this advertisng budget, and whenever a few 
cards were printed to be shipped out with orders from 
the shipping room they were called window displays and 
the charge allocated through the usual channels. 

The increase of rents, gain of competitive and scientific 
business methods and the general increase of knowledge 
gained through bitter and expensive experience made some 
changes necessary. The increase of rents in retail estab- 
lishments made it necessary in some cases to reduce in size 
the extensive and elaborate windows that were formerly 
possible and to use this space for actual sale of merchan- 
dise. 

In reducing the size of windows something must be done 
at the same time to secure greater value from them, and 
in this particular point the displaymen and those whose in- 
terest was directed toward the increased efficiency of dis- 
play windows have proven their inestimable value. 

It is very difficult for any individual whose efforts, in- 
telligence and enthusiasm are directed to selling all the 
products of one company regardless of how broad that in-: 
dividual’s viewpoint may be to generalize on such a broad 
subject. From our own viewpoint, we have seen the re- 
duction in the size of windows, and consequently the neces- 
sary reduction in the size of display material. This reduc- 
tion in size does not necessarily mean reduced expense, 
for greater visibility and attraction and selling power must 
be condensed into a smaller area. This demands more 
productive and elaborate art work and lithography. 

Display material is selected with far greater intelligence, 
and the largest single feature of the entire advertisng is 
to relate the dealer’s window to the national magazine and 
newspaper advertising in style, art work, type and general 
appearance. January 1, 1925, will see this goal almost 
reached with complete relation between magazine, news- 
paper, billboard, circular and window display, the last be- 
ing the most important, though often the most neglected 
feature of all, because it is most immediate to the actual 
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point of sale or the manufacturer’s contact with the ulti- 
mate consumer. 

Looking forward into the’ future, many greater changes 
will be made in displays. The increased appreciation of 
moving displays, not necessarily mechanical but completely 
built, elaborate and expensive displays furnished by the 
manufacturer, will see even greater use of this type of ad- 
vertising. Large, elaborate displays, as well as mechanical 
displays, will be more in use than ever and will be routed 
scientifically and exactly from the windows of one dealer 
to another until they have covered a complete territory. 

We have seen a marked decrease in the detrimental prac- 
tice of retail dealers charging manufacturers for window 
display space and a remarkable increase in appreciation 
of the retailer’s value of his window. 

These points of progress that have been made in the 
past will be continued even on a greater scale in the future. 
What the limit will be or what ultimate growth of knowl- 
edge and benefits are to be derived, it is hardly in the 
province of authorities today to estimate, for the greatest 
authorities of fifty years ago declared that advertising in 
general had reached its height. 

Full appreciation of the value of good window displays 
has come or is coming more and more every day to the 
manufacturer and the retailer alike. This is becoming so 
pronounced that there is not today the great loss and waste 
of printed matter that was formerly thrown into a corner 
in the basement instead of being used. Cheap display ma- 
terial produces nothing; however, good displays produce in 
constantly increasing proportion to the amount of time, 
intelligence and money that is expended to build them. As 
the eye is the window of the soul, conversely can the soul 
of the store be displayed in the window. 


WOODEN FIXTURES HERE TO STAY 


By A. C. VORREUTER 
Manager, Klee Display Fixture Co., Rochester, N. Y. 


HE display fixture manufacturer with the aid of the 
display men have educated the public to better dis- 
plays. 

We have ever predicted the great amount of business 
which was overlooked because merchandise was thrown 
into the window rather than, as today, put in artistically, 
so now it is very gratifying to go down our main streets 
and notice the great mass of window shoppers. 

Window displays today mean more than just the idea 
that John Jones sells clothing, Bob Smith shoes etc., but 
it embodies the merchant’s character, individuality, his 
every desire to help his customers to the making of their 
purchases. 

Wooden display fixtures have come in, and come in 
to stay. For, after all, what is more pleasing to the eye, 
of the public, than nice neat, wooden fixtures to set off 
the very thought of the displayman. An explanation in 
this connection: 

A few years ago, a few small factories were taking care 
of all the wooden fixture requirements, while today far 
larger quarters and the most modern wood-working equip- 
ment is required. It has revived hand turning, a trade 
which was fast fading away. Knowing, therefore, the value 
of different individual ideas, the Klee Display Fixture 
Company, Inc.. Rochester, N. Y., have equipped a most 
modern, up-to-date plant in order that they might meet the 
ever-increasing demands of the displaymen. Heretofore 
there was a great amount of period designs used, while 
today every displayman has his own idea, so that the 
manufacturer has to be fully prepared to materialize the 
displaymen’s creations as well as his own. 


(Continued on page 52) 
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Here’s a Book 
You Ought to Have 


Complete 
Advertising 
Handbook 


$ 


413 pages—148 illustrations 


1c . 
AV £2 T1SERS 


HAMRDBOOK 





OCKET size. The handiest book on Advertising ever written. 

Full of ideas that will help you in your business. 413 pages. 
Only $1—postpaid. Note this partial list of contents:— 

How to write advertisements; how to make layouts and choose 
type; how to order engravings, electrotypes and stereotypes; em- 
bossing, lithography and color advertising; illustrating; novelties; 
general advertising; department store advertising; mail order adver- 
tising; outdoor advertising; Circulars, catalogs, booklets, house organs, 
sales letters; Trade Mark Law, etc. 

Just fill out the coupon below—slip it into an envelope with a 
dollar for each book and mail. This 413-page Advertiser’s Hand- 
book and any others you may want will come to you by return mail, 














INTERNATIONAL CORRESPONDENCE SCHOOLS, Box 9303-B, Scranton, Pa. I 
| i OTR Naren for which send me, postpaid, the Handbooks ] 
marked X, at $1.00 each. It is understood that if I am not entirely satis- 
| fied I may return any or all of them within five days and get my money back. I 
| OADVERTISER’S HANDBOOK O)BUSINESS MAN’S HANDBOOK | 
i] (J BOOKKEEPER’S HANDBOOK (J AUTOMOBILE HANDBOOK I 
| CJ SALESMAN’S HANDBOOK OORADIO HANDBOOK | 
1 Name... ; ‘hdd tiniibnaieanies bereidiadndsibainigalidibaidgiibacdapmeiieadammataiaiosdtdes tien = I 
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J. B. TIMBERLAKE & SONS 
JACKSON - - - MICHIGAN 


Manufacturers of high-grade store display fixtures with 
brass-covered, weighted bases, at moderate prices. Our 
catalog, No. 35-B, shows our complete line. 
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The Window Display of the New Year 


Head of large national manufacturing institution sees new progress 
in type and use of displays during 1925 


By DR. WM. M. SCHOLL 
President, Scholl Manufacturing Co., Chicago, Ill. 


O form of advertising has shown the prog- 
ress as that of window display. When one 
reflects on the store fronts he saw twenty, 
or even ten, years ago, he is apt, perhaps, 

first to smile at their seeming crudeness and then mar- 
vel when he analyzes the beauty, artistry and clever 
selling punch that were put into those of 1924. 

I do not think the window display has anywhere 
nearly approached its potentialities. I believe that 
1925 is going to see its development in a manner that is 
going to dwarf all the previous efforts of both manu- 
facturer and retailer. 

From the manufacturer’s point of view this cer- 
tainly is true. In our own business we are giving the 
window display more study than ever before. We have 
gone into the matter from all possible angles, including 
a careful survey of the laws of merchandising, the 
value of suggestion, and the workings of crowd psy- 
chology. We have had our artists study color schemes, 
we have tested out all sorts of appeals and tabulated 
their reactions. We are surer than ever that when we 
send out our displays for 1925 we are going to get the 
maximum of dealer co-operation. 

Dealer co-operation is something that every manu- 
facturer has been seeking. We have been very success- 
ful in securing it. We constantly remind our merchants 
of the big national advertising campaigns we carry on 
in the great national weeklies, the monthly magazines 
and daily and Sunday newspapers. We do not let them 
forget that, to tie up with our continuous fiow of 
printed publicity, the window display offers the imme- 
diate contact which closes the sale. This co-operation 
has reached the point where, if a merchant does not get 
our display matter on the time scheduled for it, we 
hear about it, usually by telephone or wire. We do not 
dump displays on our,dealers, thereby eliminating a 
great source of waste. 

Through our road salesmen, we know that when a 
display is ordered we are reasonably sure that it will 
be used. Moreover, with our system the salesmen 
check up and find just what is being done with it, and 
often offer the merchant valuable suggestions. Our 
study of the window display and the reactions the 
public gets from them have been interesting. I recall 
a letter recently from one of our dealers in Canada. 
He wrote that recently a woman came into his store, 
after seeing our merchandise and display in his win- 
dow, to purchase a pair of Dr. Scholl’s Arch Supports. 
She told him that she had seen a window display, some 





Typical Display of Dr. Scholls Foot Appliances 


large cut-out, in a store window in New Zealand five 
years ago. Thus a suggestion born as a result of a 
window trim seen years before became a sale clear 
around the other side of the world as the result of a 
window display. 

Another interesting result of our study of dealer 
co-operation has been the fact that many merchants 
preserve their trims and use them again and again. I 
recall many instances brought to my attention by our 
sales and advertising staffs of dealers doing this thing. 
Often we have had window display contests. Photo- 
graphs from all parts of the world, submitted by our 
merchants in Africa, Europe, South America, Canada, 
and, of course, the States, have poured into our Chi- 
cago offices. 

They have revealed astonishing co-operation with 
our own national advertising. Often long after a special 
selling drive, sometimes months, our salesmen have 
found our merchants using our trims, varying them, of 
course, but preserving all the time the selling idea for 
which they were intended. One dealer in Kansas sub- 
mitted a photograph of a window that contained Dr. 
Scholl’s window material for eight years back. So 
valuable did he consider it that he had saved it each 
year. He had worked out combinations with it that 
surprised our artists and window display experts. 

In our business we try to make our displays specific 
—that is, feature certain definite merchandise, the same 
as would be embodied in a full-page advertisement in a 
newspaper or a magazine. I feel that unless a window 
display is so constructed it falls short of its mission; 
confusion in the minds of the persons who see it is 
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Window Display Installations 





Columbus, Ohio 


George Altman, President 


A GUARANTEED SERVICE 


Now Available for National Advertisers 
Throughout the United States 


The Window Display Installation Bureau is now organized to fill the 
urgent need of national advertisers for a responsible and reliable 
agency for the execution of national window display installations. 


Contracts are now being accepted to cover a wide range of cities, 
wherein window displays will be installed in dealers’ windows by 
bonded local associates. 


INFORMATION ON REQUEST 


Window Display Installation Bureau 


EXECUTIVE OFFICES 


42 PICKERING BUILDING 


Clyde P. Steen, Secretary 


CINCINNATI, OHIO 


Cincinnati, Ohio 























Increase Your Daily Sales With 
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The Non-Electric Revolving Display Device 
Attracts to the Merchandise You Want to Sell 


PERPATUM 


NON-ELECTRIC 

NO UP KEEP COST 
NO BURNT OUT FUSES 
NO SHORT CIRCUITS 
NO DANGER OF FIRE 


NO GETTING OUT OF ORDER 


WINDS UP AS EASY AS A 
CLOCK. 








Ask us to mail you some fac-simile 

letters from many leading houses 

that will tell you how PERPATUM 
has increased their daily sales. 











MODEL 35-A—Base 12’x16”. Height 
6%”. Mahogany finished cabinet with 
two table tops 12” and 18” in aiameter. 
Weight approximately 17 pounds. Runs 


8 hours on one winding. Will carry up 


to 35 pounds. Guaranteed for one 


. Price f. o. b. Elyria, 
geen yria, $40.00 








REVOLVING NOW ELECTRIC ‘WIND IT UP 
DISPLAY FIXTURE RUNS LIKE ACLOCK 


PERPATUM 
IN YOUR WINDOW 
IN YOUR STORE 
ON THE COUNTER 
ON THE SHOW CASE 
IN THE SHOW CASE 
STAND IT ANYWHERE 
JUST WIND IT UP AND GET 
THE RESULTS 
MAKES ANY SPOT A LIVE SPOT 





Write for our six-page illustrated 

folder of 30 reproduced window 

displays showing the use of 
PERPATUM. 














Two Models 
Sole Distributors 


MODEL 120-A—Base 18”’x23”. Height 
11”. Cabinet of mahogany finish. Two 
table tops furnished, 12” and 18” in 
diameter or 12” and 30” in diameter 
(specify which top desired). Weight 
approximately 70 pounds. Runs 8 
hours on one winding. When com- 
pletely wound will run up to 12 hours. 
Will carry up to 100 pounds. Guaran- 


teed for one year. Price $85.00 


f..o; b:-Elyria, Ohio........ 


MAURICE S. KELLER CORPORATION 


1 WEST 34TH STREET 


NEW YORK, N. Y. 
























































“Tt Will Pay You 


To Investigate” 


When in the market for Display Fixtures, 
regardless of how large or small your needs 
may be, and no matter what design you 
have your mind set on, it will prove to your 
advantage to get in touch with us. 


Our factory is the largest in the East 
Specializing in Display Fixtures only, and is 
equipped to take good care of your require- 
ments. Our prices are a revelation if de- 
sign and quality is considered. 





Ask us for samples and let us quote you 
prices. We are at your service. 


Segall & Sons 
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Manufacturers of 


Period Wood Display Fixtures 


Offices and Showrooms Factory 
933 Arch Street 865-67-69 N. Randolph St. 


Philadelphia, Pa., U. S. A. 


























No. 5140 Rolled Top Basket—15x22 inches, 
filled with Roses, Asparagus Ferns, etc., 


with bow, complete, $2.50 each ; per dozen, 
$25.00. 


















Write today for our ILLUSTRATED 
CATALOGUE No. 5, in colors, of Artificial 
Flowers, Plants, Vines, etc., mailed FREE 
FOR THE ASKING. 
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Frank Netschert, Inc. 
61 Barclay Street New York, N. Y. 
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liable to result, and the window loses much of its sell- 
ing value. 

I think that the realization that the window must 
carry a definite message has been one of the marks of 
progre:s in 1924, and that 1925 is going to see a greater 
development of this sound selling psychology. We all 
remember the time when the average store window 
looked like the shelf of the wholesaler’s warehouse. 
Windows of that type have almost disappeared. 

On the other hand, we have observed that many 
trims are too scant, or do not contain sufficient material 
to make an effective display. The window trimmer 
often is called upon the fill in with crepe paper or some 
other decorative material which detracts from the main 
issue. Obviously, a manufacturer in preparing his 
window trim material cannot adjust his trims to meet 
all size windows and conditions. Much must be left 
for the merchant to do, but we do make our trims in 
units that can be adjusted to fit artistically and effec- 
tively under most conditions. 

Today one often hears of women “going window 
shopping.” Perhaps the men do, too, though they don’t 
admit it. The fact is that everybody is interested in 
good windows, and the merchant who realizes that his 
windows are really important is the one who is going 
to profit most in 1925. 
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DISPLAY MANAGER IS STAGE DIRECTOR 


By E. H. LEAKER 
Display Manager, The Hub, Chicago, II. 


HE display manager, in reality, is a stage director for 

the institution that employs his services. The win- 
dows and interior of the store offers him a stage that 
has no limt of possibilities. He is able to portray the kind 
of merchandise and character of the store which mean 
everything in this day of competitive business. 

The merchants are beginning to realize the displayman 
as a real asset to his institution; therefore, the position of 
the display manager is as responsible as he makes it. 

Now that the profession has passed its infancy, it is 
bound to attract big men from other fields, so it behooves 
us all to plan better displays and keep pace with the 
modern methods of merchandising. 


ORGANIZATION ADVANCES DISPLAYS 


By J. T. NORTHROP 
Display Manager, Smith-Winchester Co., Jackson, Mich. 


THINK perhaps the greatest progress made in the dis- 

play field in 1924 was due to the organization of the 
Window Display Advertising Association. National adver- 
tisers have awakened to the tremendous possibilities of 
window display tie-ups in connection with their magazine 
and newspaper advertising. Most of them have been play- 
ing at window display, furnishing more or less so-called 
“dealer-helps,” but have given it about as much thought 
as they have the European situation, or even less. 

Through the new association they have discovered that 
if they want dealer co-operation, they must furnish some- 
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thing that willselevate the quality of dealer window displays. 
if they expeet.the average retailer to use these helps. 
Already I hawe noticed national advertisers’ window ma- 
terial in department and specialty store windows, where I 
never saw it used before. This goes to prove the state- 
ment I made in Cleveland at a convention of the associa- 
tion, that good display helps will be used even in the so- 
called “high-class” stores. I think that more and more 
retailers are being sold on the idea of getting behind na- 
tionally advertised merchandise, because it is easier to 
sell and the turnover makes up for the small margin of 
profit allowed by some manufacturers. 

Getting back to the retail field, I think that 1925 is going 
to see better displays in all branches of retailing, and I 
want to suggest to window displaymen that you use more 
background, more decorations, in order to get the atmos- 
phere so necessary in attracting favorable attention to 
your displays. I formerly thought that merchandise alone 
was enough to make a good display, but I have learned 
my lesson and I am convinced that an attractive setting is 
necessary, whether you are selling washboards or fur coats. 

The attractive setting will catch the eye of the passerby 
and nine times out of ten he will linger and look over your 
merchandise. We have checked the various displays here 
and invariably the windows with attractive backgrounds, 
decorations, etc., stopped crowds, where other window dis- 
plays of merchandise alone failed to stop but a small frac- 
tion of the people. 

I think of my window displays just as I do of our news- 
paper ads. If our ads are attractive enough to make the 
reader stop and look, invariably she will finish reading the 
ad and perhaps she will see something she wants to buy. 
And that’s just what I want my windows to do—attract 
attention, because they are worth looking at from an ar- 
tistic viewpoint then hold the attention until they have 
looked over my merchandise display. Automobile show 
rooms are using more and more decorations to make pretty 
settings for their automobile displays, and I note the trend 
is always toward using more and more special settings in 
every branch of the retail stores. The year 1925 should 
show wonderful progress in this respect and displaymen 
should keep pace with progress by doing even better than 
they have in 1924. 


WINDOW ADVERTISING ESSENTIAL 


By G. C. SMITH 
Advertising Mgr., Libby, McNeil & Libby, Chicago 


IBBY, McNEILL & LIBBY consider window display 

advertising as a very essential and important part in 
their merchandising, advertising and selling plans to such 
an extent tltat their entire selling organization has been 
trained and educated to use window displays in grocery 
stores throughout the country to the fullest possible advan- 
tage. 
* We know from experience that effective window displays 
on many of Libby’s products in retail grocery stores increase 
the sales of these products anywhere from 5 per cent. to 30 
per cent. and quite often greater than when window dis- 
plays. are not made. 

Considering window displays from an advertising stand- 
point they can be used to a very distinct advantage by 
tieing up the retail grocer closely to the particular products 
being advertised in the national magazines; that is, to 
make displays in the window with the products at the same 
time as they appear in the magazine. 

We have no definite figures at the present time to indi- 
cate specific cases of increased sales derived from window 
displays but we do know that wherever displays are made 
that increased saies do result. 
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NEW SUGGESTIONS AND IDEAS IN 


Artificial Flowers 
Artificial Fruit 
Baskets 


Background Papers 


Borders 

Beaver Board 
Bilt-Wel Board 
Birch Bark Strips 
Card Holders 
Cardboard 
Chenille Roping 


Color Attachments 


Flood Lights 
Foot Lights 


Gelatine 
Glass Stands 
Glass Shelves 
Glass Heel Rests 
Grass Mats . 
Metalline Draping 
Cloth 
Pedestals 
Papier Mache 
Novelties 
Price Tickets 
Plushes 
Reflectors 
Revolving Tables 


for 


Scenic Paintings 
Show Cards 
Spot Lights 
Strip Lights 
Stix-Wel Glue 
Tinsel Flitter 
Thumb Tacks 
Valances 
Velours 
Velour Papers 
Vines 
Wood Carvings 
Wood and Metal 
Fixtures 
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Greatest Asset of the Retail Store 


Displayman encounters many obstacles but must be able to overcome 
all of them and continue the advance 


By JOSEPH H. MARSHALL ’ 
Display Manager, The Boersma Company, Chicago, IIl. 


HE greatest asset and advertising medium 
of today for the retail store is window dis- 
play. Times are changing. Window dis- 
play must keep a little ahead of the times. 


Why? Because the show window is the first attraction 


the prospective customer and stranger to the city are 


drawn to. 


There is one secret in display advertising— 


good common sense, lots of it, paying strict attention 


to the balance of the display, clean windows at all times, 
and, most of all, bringing out the selling message it is 
desired to put across. I have seen some beautiful dis- 


plays absolutely spoiled because too much merchandise 
is pushed into the show window. It is not. always the 


fault of the displayman, however. 


The idea that every nook and corner available for 
merchandise simply must be packed with stock is an 
ancient theory that manages to survive in spite of all 


the preaching that has been done against it. This is 
frequently the fault in even the best of stores, whose 
equipment and fixtures are of the finest. If the mer- 


chant desires to trim his windows to make them look 


like a stock room, why put such a lot of money in beau- 
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Some of Joseph H. Marshall’s Remarkably Attractive Displays for The Boersma Co., Chicago 


tiful backgrounds, floors and fixtures and then cover 
them all over with clothing and furnishings? 

During my travels in dffierent cities of America 
and Canada I always have taken the greatest interest 
in window displays. I have talked to many merchants 
on the great advantage the’ store window is as an adver- 
tising medium and the great possibilities of window 
display. Many merchants, especially in the most pro- 
gressive men’s stores, have told me that they think 
more of their windows than any other form of adver- 
tising. Others have said they were beginning to realize 
that the window was one of the most important 
branches of successful retailing. And then some of the 
“back numbers,”’ as I would call them, have said that 
they could not trim their windows to look like the win- 
dows of the bigger city stores. Why? Because they 
cannot make up their minds to get out of the old-time 
rut. The old routine was all right twenty years ago, 
and they still think it ought to be right today. ' But, 
for one, I say “No.” 

If the more progressive stores thought they could 
do more business by paying less attention to the win- 


Miiibcdlsicianine oe 

















January; 1925 





dow displays and littering every space available for 
merchandise, you can rest assured they would still be 
following the old-time general store methods of days 
gone by. Every intelligent person knows that the 
neater the store window, the better attention they are 
going to receive when they are ready to buy. Take 
any of the stores throughout the country today and you 
will find that 85 per cent of their window displays are 
a thing of beauty. This is due to the fact that the dis- 
playman is left alone to follow out his own ideas. They 
tell him what they want in the window. Then the dis- 
playman’s talent gets to work and he is left to map out 
what he thinks is best. That’s what he’s paid for, not 
to trim just to be beautiful, but to display to put across 
a selling message and to keep on striving to make the 
business bigger and better all the time. A good display- 
man is a wonderful asset to any store. 

Cleanliness and neatness are most essential at all 
times in creating inviting displays. The window that 
shows signs of untidines in this respect alone losts 50 
per cent of its selling power, no matter how good the 
trim may be. If you have a selling message you wish 
to put across in your window, you, of course, musi have 
a reason for it other than a wish to create something 
spectacular. If you have a detailed program planned 
which will take your window display out of that old- 
time rut, stick to your guns and do not waver in the 
face of oppositicn. Much that is beautiful, as well as 
practically useful, in display work is lost when the win- 
dow is overcrowded. For instance, if you wish to put 
in a special display of shirts, try to keep it to the one 
color scheme or one price, changing the trim very often. 
You will be surprised how the customer will notice a 
nice unit display of shirts. When that customer is 
ready to buy, he will remark that the shirts in the win- 
dow look very pleasing to the eye. Immediately, the 
salesmen have confidence to sell shirts and very often a 
tie to match, but if your display in the window is over- 
crowded, with one mass of shirts, the customer will 
probably remark that he noticed a lot of shirts in the 
window but did not see anything he liked. That is 
because he sees too many shirts. A few, well displayed, 
will bring sales. The same thing that is true of shirts 
is true of clothing, shoes and other merchandise. 

In my own work I have found it very helpful at 
all times to keep on hand a supply of display material 
sent to us by the manufacturers. I can get lots of good 
ideas from these. Jt is surprising how frequently I 
find it most convenient to turn to the reserve stock, 
available at a moment’s notice, when some saie presents 
itself for your usual display workmanship. If, at any 
time, you want to put out something special, say of 
Sealpax Underwear, you do not have to spend a lot of 
money to work up the display. Get the manufacturer 
to send you the cards and advertising to help you. I 
find that any manufacturer of nationally advertised 
products is always more than willing to co-operate in 
putting across a successful campaign. But do not put 
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VALANCES 





OUR SPECIALTY 


; Give us a description and lay out of your store front 
and the type of trade you cater to and we will design ¢ 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
FINDLAY, OHIO 








DECALCOMANIA Transfers 


FOR WOOD, METAL,GLASS, COATED CLOTH, Erc. 


Svarners porseuano 


Tike Hew MOCALL PATTER 














Special designs and trademarks 
made to order. Send copy for 
quotations. 


THE COMMERFORD CO. 
110 East 19th Street, New York 
Tel. Stuyvesant 3272 





The Only Book of Its Kind Published 


“How to Organize A Floral Parade” | 


By JOS. SCHACK 


A 24-page paper bound pamphlet, 
just off the press, containing all 
the information necessary for the 
organization of floral parades. 
Fully illustrated with design sug- 
gestions and working diagrams. 


Price 25c Postpaid 





Order from 
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Cincinnati, O. 


eee on c 
do eTRIC TURN TABLES 


DisPLAY ~s> SELL MORE. GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write today. 


ig users ELECTRIC WINDOW SALESMAN CO. “Soston 
LETTERING 
birt on 


e, 
223 Lexington Ave. N.Y. 


When Writing Advertisers Mention The Display World. 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


Service 


Bureau 


The DISPLAY WORLD Service Bureau will be 
glad to supply the latest authentic information about 
anything in the display line in which you are inter- 
ested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have 
the information you want on file we'll find out for 


you. Avail yourself of 


our incomparable service 


facilities without cost or obligation. This service in- 
cludes an analysis of any display problem. 


Air Brushes 

Artificial Flowers 
Art Screens 

Art Studies 
Backgrounds 
Background Coverings 
Books on Cardwriting 
Books on Display 
Books on Draping 
Booths and Floats 
Brushes and Pens 

_] Cabinets—Revolving 
[] Card & Mat Board: 
(] Cardwriters’ Materials 


DUODOUUO000 


L} Plaques (Window) 

Plastic and Composi- 
tion Pieces 

Plushes and Velours 

Price Cards—Tickets 

Price Ticket Holders 

Reflectors 

Screens (Background) 

Shoes—Window 

Show Card Schools 

(] Show Card Service 

_] Show Card Supplies 

_] Show Cases 

_] Show Case Lighting 

(] Signs—Card Holders 

_] Signs—Brass and 

Bronze 
(] Counters and Shelving 


COUOOCO Oo 


_] Decorative Papers 

_] Display Furniture 

_] Display Forms 

_] Display Racks 

|} Dividers—Show 
Window 

CL] Drawing Boards 

| ].Fabrics and Trimmings 

|_] Fixtures 

(_] Flags and Banners 

_| Hammers—Window 

(] Lamp Coloring 

_] Lighting—Equipment 

(_] Pageants and Exhibits 

(_] Papier Mache 
Specialties 

_] Signs—Electric 

_] Signs—Wood Letter 

C] Stencil Outfits 

(_] Stock Posters 

_] Store Designing 

L] Store Fronts 

(] Time Switches 

(_] Valances 

[] Wall Board 

_] Wax Forms—Figures 

[] Wickerware 
Specialties 

_] Window Drapes 

_] Window Lighting 

] Window Shades 

(] Window Trimming 
Schools 

_] Wood Carvings 


_] Do You Wish a Copy of Their Catalog? 
_] Do You Plan to Remodel Your Store Soon? 
[] Do You Plan to Build a Store Soon? 


MAIL TO 


The DISPLAY WORLD 


CINCINNATI, OHIO 
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too much merchandise in the window. Work up a sell- 
ing message that will make the customer stop and think. 
Anyone can load a window. Where the displayman’s 
craftsmanship comes in is the successful message that 
he has put across calling attention to the display and 
catching the passerby by making him stop. When he 
stops, he thinks. And if he thinks, he buys, nine times 
out of ten. That’s what counts in display advertising, 
and will keep your salesmen busy and contented. That’s 
why window display is the biggest asset of the retail 
store. 





Duplicate Revue Scene in Window 


Mesh bag scene from musical show is reproduced 
in traveling display for stores 


AVE you seen Irving Berlin’s sensational theatrical 

success, the Music Box Revue? If you have, you can 
immediately recall the gorgeous $50,000 mesh scene, one 
of the most original and startling stage settings ever 
created. Picture this scene in miniature, perfect in every 
detail, and you have created in the mind’s eye the Whiting 
& Davis traveling window display for dealers who handle 
Whiting & Davis mesh bags. It was with the Whiting & 
Davis famous soldered mesh that this remarkable scene 
was made. 


The entire stage is draped in fabrics of glistening mesh. 
A giant mesh bag duplicate of an actual Whiting & Davis 
mesh bag, extends from fly to stage, with a background of 





Mesh Bag Window Display by Whiting & Davis Co. 


gorgeous Whiting mesh. The actresses are gowned in 
shimmering silver and gold mesh. 


The Whiting and Davis window display, in addition 
to a reproduction of the Music Box Revue and the per- 
formers as they appear on the stage, is flanked by speci- 
mens of the basic ore from which the mesh is made, to- 
gether with a graphic picturization of the mesh-making 
process. One ingot with its soldered filling is developed 
into several miles of solder-filled mesh. 


The Whiting & Davis traveling window display fills all 
the requirements of a good display—it is attractive, in- 
formative and makes direct sales for the dealer. “This 
display,” says the Whiting & Davis Company, “is very 
costly and probably means more of an expenditure than 
possibly any other display that is being used in the jewelry 
store today.” 
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Chicago Monthly Display Review 


(Continued from page 44) 


lettering, carries a special announcement of “Carson, Pirie, 
Scott & Company’s Annual Remnent Sale.” This card is 
placed in many of the windows around the front, calling 
attention to another special event of singular importance 
to customers of the store who have previously experienced 
the “bargain thrill” therefrom. 

The windows of Charles A. Stevens store at the present 
time are devoted entirely to featuring their “Annual Clear- 
ance Sale!” The large island window is literally full of 
coats, dresses, hats, etc. None of their attractive wax 
figures are used in this window at this time; the dresses 
and ‘coats are shown on twelve forms without heads, and 
many are draped on stands. The inside lobby cases are 
trimmed about as usual. 

The large corner window at the Boston Store is made 
very attractive by a striking display of women’s silk 
lingerie, shown on five wax figures and many stands 
nicely arranged on tables, chairs and on the floor. Two 
or three stand lamps add to the general boudoir effect of 
the trim. A “January Sale” card, half-sheet size, puts this 
display of “filmy, feminine finery” on a commercial basis. 
Two windows are closed and in the process of being 
trimmed. 

Another January sale window at this store which is 
just a bit unusual along State Street nowadays, is one of 
white goods which is “stacked” from the floor to the ceil- 
ing with bolts of domestics, linens, etc. While this style 
is of 20 years ago, there is something about such a win- 
dow that does produce the business. In this connection it 
might be interesting to state that there is a large window 
at Hillman’s in the same block with the same kind of a 
trim of the same kind of goods. 

At the Fair the State Street windows are featuring no 
southern styles whatever, but are devoting their entire 
window front to the display of goods on sale at clearance 
prices. The trims are neat and well done in every way. 
There is no effort made to “cram” the displays. Conse- 
quently the merchandise display has the appearance of 
being worth its former prices rather than made to look 
like so much cheap stuff at a low price. 

Among the other attractive windows of this series on 
State Street is one of new spring millinery in light tan 
shades and a large window of “Advance Styles in Women’s 
and Misses’ Frocks at $25,” which are especially attractive. 





RESIGNS FROM FRANKLIN, SIMON COMPANY 


Ira M. Younker, for the past two years vice-president 
and merchandise manager of Franklin, Simon & Company, 
of New York, resigned, effective January 1, and has estab- 
lished an office at 50 East 42nd Street, New York City, 
for his own use. He has not announced his future plans. 
Mr. Younker was an executive of Younker Brothers, Des 
Moines, Iowa, for many years before going to New York 
to associate with Franklin, Simon & Company. 





WINDOW INSTALLATION BUREAU ORGANIZED 

The Window Display Installation Bureau, an agency 
for the handling of window display installation contracts 
throughout the United States for national advertisers, has 
been organized by G. Altman, of Columbus, Ohio. Clyde 
P. Steen, former editor of The DISPLAY WORLD, is 
associated with Mr. Altman in the new venture, having 
severed his connections with-The Display Publishing Com- 
pany on December 31. Mr. Altman is president of the new 
organization. 
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WE SUGGEST ANY OF THE FOLLOWING 
NUMBERS FOR USE IN YOUR 


LASTER 
TRIM 


No. | 


IRIDESCENT SILK PLUSH 


A Combination of Five Distinct Colors Creating 
a Purple Effect, 24-Inch Width 








MOUNTAIN HAZE 
SILK PLUSH 


A Compromise Between Lavender and Purple; 
24-Inch and 36-Inch Widths 


OR 
ONE OF THE NEW BROAD 


STRIPED SILK PLUSH 


Combinations We Have Originated for the 
Summer Trims 


Either in Two-Tone or Self-Tone Effects, 
24-Inch Width 


IF YOU PREFER A LIGHTER FABRIC 
No. 204 


WINDOSATIN 


40-inch width 


Samples Submitted Upon Request 


WINDOTRIM FABRICS, inc. 


17 MADISON AVENUE 
NEW YORK 


“Specializing in Fabrics for the Display Man” 
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Gratifying Window Display Results 


Questionnaire and survey produces some interesting facts regarding 
the relative value of this advertising 


By GEORGE J. COWAN 
President, Koester School of Window Display, Chicago, Ill. 


HERE can one get statistics on the show 
window? This question was asked the 
writer a short time ago by a firm that 
needed certain figures. After an assembly 

of all figures available they were found inadequate, 
and~it was decided to send out a questionnaire and to 
interiew displaymen and merchants in order to get 
first-hand, accurate statistics. 

This work has progressed far enough so that some 
very illuminating figures are to be had. 


Amount. of Business Influenced by Windows 


The most important question asked was, “What 
percentage of retail business can be traced to window 
displays ?” 

Fifty-five stores have replied with definite figures, 
while the others say they have made no attempt to keep 
such a record. 

Following are the figures: One store claims 80 per 
cent of business influenced by windows; three claim 75 
per cent ; one 66% per cent; three, 60 per cent; one, 58 
per cent; seven, 50 per cent; one, 45 per cent; three, 
40 per cent ; two, 35 per cent ; one, 30 per cent ; one, 28 
per cent; twelve, 25 per cent; three, 20 per cent; two, 
15 per cent; ten, 10 per cent; three, considerable. 

By averaging up the above figures it shows that at 
least one-third of the store’s business is influenced by 
the window advertising. 


Changing the Displays 


The retailer and the displayman up until this time 
have had no definite figures on how often his windows 
should be changed. The store’s own experience and 
needs have dictated how often this is to be done: 

It will, therefore, be interesting and helpful to know 
how often the following list of ninety-five stores change 
their windows: One, continuously; eighteen, twice a 
week ; seventy-two, weekly; three, every two weeks; 
one, monthly. An analysis shows the larger stores 
change their windows oftener than the smaller stores. 


Value of Window Space 


Another question that is asked is, “What is the value 
of one’s show window, valued in terms of money?” 
This is answered by the following figures of values 
placed on their windows by the following well-known 
stores : 

Charles A. Stevens, Chicago, $150,000 a year ; R. H. 
Macey & Co., New York, $150,000 a year; Filene’s, 


Boston, $150,000; Lord & Taylor, New York, $150,000! 
Saks & Co., New York, $50,000; Famous & Barr, St. 
Louis, $25.00 per day per window. 


Compared with Other Forms of Advertising 


Another question that brought interesting replies 
was, “How do window display returns compare with 
other forms of store advertising ?” 

Twenty-three answered, do not know ; twelve, better 
than newspaper advertising; three, more direct and 
positive results ; three, equal to all other forms; three, 
consider second to newspaper advertising ; one, “prob- 
ably” the best medium ; two, equal to newspaper adver- 
tising; one, “most reasonable for money spent:” one, 
greatest results from newspapers; one, 28 per cent 
windows, 28 per cent advertising, 44 per cent good will ; 
fifteen claim window displays best means of advertis- 
ing, but do not know or do not “feel” what percentage 
of business is due to window displays ; one firm says 90 
per cent of department managers prefer window dis- 
plays to any other form of advertising, regardless of 
expense. 

The show windows, on this basis, are the best ad- 
vertising medium the retailer has today. 





HUGE DINOSAUR IS AGAIN EXHIBITED IN EAST 

The huge dinosaur, which was one of the most attractive 
features of the I. A. D. M. convention exhibits at Buffalo, 
last June, and which is the property of Messamore & 
Damon manufacturers of papier mache figures in New 
York, was again exhibited during the Christmas season in 
the store of Hahne & Company, Newark, N. J. The store 
paid the usual rental of $5,000 for thirty days’ showing 
of the animal. More than 25,000 people were reported to 
have entered the store to see the display each of the four 
weeks. 





JUGGLING CLOWN IN WINDOW PROVES SUCCESS 

The Meier & Frank Company, of Portland Ore., em- 
ployed a stunt during the Christmas season that con- 
tributed greatly to the merchandising of toys. One win- 
dow was occupied continually by a. clown, who did juggling 
and other stunts amusing to the kiddies. When one clown 
completed his performance, another occupied the window. 
“We found the plan a great success and many told us 
each day how their attention was attracted to the toy de- 
partment by this method,” Aaron Frank president of the 
company, said in commenting on the display. 





YOUNG WOMAN BECOMES A DISPLAY MANAGER 

Miss Lorene Wingerd has accepted a position as dis- 
play manager in the J. T. Ives Company store at Delphi, 
Ind. Miss Wingerd is known as one of the accomplished 
window decorators of Indiana. 
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DISPLAY IS MERCHANT’S HAND OF WELCOME 


By CHARLES P. CATLIN 
General Mgr., Sales Promotion, Remington Arms Co.., Inc., 
New York City 


b* Aeecsamdbid displays are point-of-sale advertising. They 
are advertising at the right time and the right place. 
Other forms of advertising must impress their message on 
prospects’ memories in order to produce profits. Window 
diplays do not tax memories. They bring the sales mes- 
sage to the prospect at the place of action right when 
and where the sale can be made. 

Merchants are coming to an ever keener realization of 
this fact. Accordingly, they are paying more attention to 
window displays. Window displays in virtually every 
branch of retailing are becoming better and better. In no 
field is this improvement more marked than in the hard- 
ware and sporting goods business. Not so many years 
ago you saw few outstandingly good hardware or sport- 
ing goods window displays. Now even in the smallest 
stores in the smallest towns you see window displays that 
are original attractive, high in merchandising values. 

A window display is the merchant’s hand of welcome. 
It reflects his personality. Retailers who appreciate this 
keep their window displays neat, attractive and timely. 
Window space is the most valuable space in a store. It 
must be made to pay its way. Therefore, dealers are 
using price tags increasingly and keeping their windows 
well lit so they’ll be salesman on the job by night as well 
as day. 

Another way in which wise merchants are now making 
their windows pile up profits for them is by displaying 
unified lines. The astute dealer uses the power of sugges- 
tion by making well-known advertised lines sell his stock 
that is allied but apt to be forgotten or overlooked by his 
customers. For instance he features firearms and am- 
munition in his window, but also displays hunting cloth- 
ing, camping equipment, trappers’ supplies, etc. In this 
way he makes what we might call “second sales.” 

Perhaps the most encouraging indication of the fact 
that dealers now appreciate the value of window displays 
is the fact that so many of them in every section of the 
country write to national advertisers requesting for win- 
dow displays. During 1924 we distributed on request nearly 
fifty thousand window displays. 

I have been asked to predict the future of window dis- 
plays, particularly in 1925. There is but one way to gain 
any idea of the future. This one way is to study the 
present. The tendencies that we now watch in action can 
usually be trusted to show us the trend of the future. The 
tendencies we have just outlined were more easily to be 
seen in 1924 than they were in 1923. They will undoubtedly 
be even stronger in 1925. 

The new year will ‘be a good year for window displays. 
It will be a year of prosperity. Prosperity means com- 
petition for attention—and one of the very best ways to 
compete for attention is‘through window displays. Almost 
every year is a good year for dealers who make good 
window displays. 





DISPLAY MANAGER CHANGES HIS POSITIONS 

James M. Dunlop has resigned as display manager of 
the Canton Dry Goods Company of Canton, Ohio, and is 
now display manager of the Philadelphia Underselling 
Company, of Somerset, Pa. 
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Professional 
Courses in 


Sign Painting 


Scene Painting 
Poster Ait 
Show Cards 


Decorating 


Paper Hanging 





Pictorial Painting 


House Painting and 
Calcimining 





























Window Backgrounds 


Graining and Marbleing 


Superior Sign School 


2139 South Wabash Avenue, Chicago, III. 

















Santa Claus Snow 


will give to your holi- 
day windows the true 
spirit of Christmas. 


will find Santa 


Claus Snow adds wonder- 
fully to any holiday deco- 


It is made up of 


a multitude of crystal 
clear flakes that glisten 
and sparkle brilliantly un- 
der any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and produces a great 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO 


1521-1527 Circle Ave., 
ey Forest Park, Ill. 














Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples _ sent 


on request. 


Cleveland Decorative Works, Inc. 


1260 W. 9TH ST. 


CLEVELAND, O. 
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Many Contests Close With Year 1924 


Interest in competition for window displays of nationally advertised 
products was never keener than the past year 


SSOCIATED Men’s Neckwear Industries, Inc., 
conducted its fifth contest from its headquar- 
ters at 432 Fourth Avenue. New York City, 
which proved equally as interesting and re- 
sultful as its predecessors. One thousand 

dollars in prizes were distributed in this contest, which 
opened September 20 and closed November 15. Awards 
have just been announced. 

C. M. Shrider, display manager of the A. E. Starr Com- 
pany, Zanesville, Ohio, who is gaining considerable fame as 
a prize-winning displayman, and who won the Glove Indus- 
tries, Automotive Equipment Association and Ye Old Tyme 
Comfort Shoes contests for 1924, was awarded the first 
prize in the latest neckwear competition. Other winners 
were: 

Second Prize, $100—R. F. Bates, display manager, Raw- 
lings, Agnew & Lang, 507 Euclid Avenue, Cleveland, Ohio. 

Five Prizes oi $50—Lothar F. Dittmar, display manager, 
The Union, Columbus, Ohio; R. Humphrey. display man- 
ager, Lion Clothing Company, San Diego, Cal.; Clement 
Kieffer, Jr., display manager, The Kleinhans Company, 
Buffalo, N. Y.; Ellwyn McEachnie, display manager, 
Jahraus-Braun Company, Buffalo, N. Y.; Charles H. Roberts, 
display manager, Cahn’s Quality Shop, Baltimore and Lib- 
erty streets, Baltimore, Md. 

Twenty Prizes of $25—Carl W. Ahlroth, display manager, 
The May Company, Los Angeles, Cal; Philip J. Bellanca, 
display manager, Hens & Kelly Company, Main and Mo- 
hawk streets, Buffalo N. Y.; W. Murray Cordry, display 
manager, Rosenbaum Bros., Cumberland, Md.; C. A. Gib- 
son, display manager, Ware-Pratt Company, Worcester, 
Mass.; W. M. Giles, display manager, R. S. Thorp & Sons, 
Macon, Ga.; Cari F. Goettmann, display manager, Joseph 
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Horne Company, Pittsburgh, Pa.; Hugh L. Gordon, dis- 
play manager, McVicar-Howard-Millhaupt Clothing Com- 
pany, Wichita, Kansas; H. W. Hafenbrack, display man- 
ager, Nopper & Salm, Toledo, Ohio; J. H. Hilton, display 
manager, The Ed Hirsh Company, Ltd., Akron, Ohio; Harry 
A. Hurni, display manager, Hershfield Bros., Kalamazoo, 
Mich.; E. G. Lovell, display manager, The B. R. Baker Com- 
pany, 1001 Euclid Avenue, Cleveland, Ohio; M. H. Luber, 
display manager, The Killian Company, Cedar Rapids, 
Iowa; Joseph H. Marshall, display manager, The Boersma 
Company, 11056 Michigan Avenue, Chicago Ill.; H. W. Nel- 
son, display manager, E. & W. Clothing House, Rockford, 
Ill. ; FEY 2! Raining, display manager, Boyd, Richardson 
Company, St. Louis, Mo.; Alfred E. Rasch, display man- 
ager, H. G. Munger & Company, Herkimer, N. Y.; N. R. 
Spinney, display manager, C. H. Yeager Company, Akron, 
Ohio; M. Wolfson, display manager, Baer Bros. & Prodie, 
Chicago IIl.; W. W. Yeager, display manager, Wolf, Gries- 
heim & Sons, Bloomington, Ill.; Wilmot M. Fisher, display 
manager, The Shepard Stores, Boston, Mass. 


Jersild Knitting Company Pleased With Successful Contest 


More than three hundred window displays were entered 
in the first contest conducted by the Jersild Knitting Com- 
pany, of Neenah, Wis., for displays of Pinkerton knitted 
coats and Jersild sweaters. This was considered excep- 
tional, as it was the first attempt by this company to con- 
duct a display contest. It was so successful from a business 
standpoint that the company has decided to make it an 
annual affair. 

Many dealers write the company, according to D. V. 
Pinkerton, advertising manager, expressing the wide bene- 
fit gained by the competition. The winners were selected 
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Display by A. T. Niewohner, Waverly, Iowa, Winning $250 First Prize in Remington Arms Contest 
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oft Panels and Diiin Shades 

Ly Materials and Workmanship of dependable char- 
ry acter. Absolutely SUNFAST Appliques that will 
oO, retain their color. Satisfaction guaranteed. 

Re Write for descriptive matter, Suggestions and our Prices. 
r, Display by E. C. Haugen Store, Hudson, Wisconsin, NATIONAL DECORATIVE CoO. 

s, Winning First Prize in Jersild Knitting Co., Contest. Hudson & Federal Sts. Camden, New Jersey 
a 

a because of the origin ality of the displays and the excep- LILILLLLLLLLLLLLLLSSLLLLLLLSSLILLLLLLLLLLSLLLLLLSSISSLLLLELSLSSSSLTTTTSSSLSYES SSS SS SS EES 0 S 
d, tionally good taste used in arranging them. Dealers planned 

n and executed windows which would arouse the interest of 


= passersby and resulted in increased sales. The prize win- 
E ners, in the order of awards, ‘were as follows: 
L, C. E. Haugen, Hudson, Wis.; Gardner & Company, 
- Walla Walla, Wash.; McVicar Howard Milhaupt, Wichita, 
- Kansas; T. E. Ahern Company, Fond du Lac, Wis.; John- 
y son-Hansen Company, Kenosha, Wis.; Rowles Mack Com- 
pany, Idaho Falls, Idaho; Gulbrandt & Wycoff Clothing 
Company, Greeley, Colo.; Golden Eagle Clothing Com- 
t pany, Austin, Minn.; R. M. Neustadt & Sons, LaSalle, IIl.; 
1 Kohloff, Krueger & Company, Merrill, Wis.; Teig & Lar- 
: son, Story City, Iowa; G. S. Fitzgibbon, Moline, Ill.; A. M. 7 
| Thornburg, Perry, Iowa; P. S. Boter & Company, Holland, 
Mich; Peters Dry Goods & Clothing Company, St. Louis, 
Mo.; Baranowski & Stein, Oshkosh, Wis.; Carmeon- 
Schultz, Appleton, Wis.; C. H. Willman Company, Grand 
Island, Neb.; R. E. Hall, Inc., Mendota, Ill.; Stellhorn & 
& Neireter, Ft. Wayne, Ind.; The Royal, Kaukauna, Wis.; 
Wade & Bonfield, Fairfield, Iowa; Swygerts Clothing Com- 
pany, Pontiac, Ill.; F. S. Deuel, Marshall, Wis.; Charles 
Ruedebusch Company, Mayville, Wis.; Thomas T. Lunde, 
Paxton, Ill.; Henderson & Henderson, Montpelier, Ind.; 
Peterson Bros., Princeton, Ill., and John Culkin & Sons, 
Carthage, IIl. 


Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. Thousands of 
Kleradesks are giving — es Saves 
time locating, distributing or sorting papers. 
Takes less space tharatray. Sent FREE trial. 


leradesk 
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“Our window was a tremendous success in every way, THE KINNEAR ARTCRAFTS 


stimulating sales in almost every department of our store, : : . 
especially Remington products and hunting and trappers’ Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


equipment.” This was the note struck again and again ons ner ef rte 
. . . rre 1 
in the countless letters that Remington received from ge oe: 
ie. , eas 19 EAST 15th STREET NEW YORK 
dealers who participated in Remington’s third annual na- oe 
tion-wide window display contest held during Remington ; 
Sportsmen’s Week, October 13 to 18, 1924. Did You Lose 
Dealers everywhere staged successful sales through money last year by burning your lights in the 
Remington Sportsmen’s |Week, October 13 to 18, 1924. puedes san we yoss. mere nese on we vaalty 
se + s : 0) a 
This contest was even more successful than its two prede- than an; & W. Electric Time Switch. would 
cessors from the viewpoint not only of the number of Cast. to: inetall: 
photographs of window displays sent to the Remington The A & W Electric Sign Co. 
Arms Company, Inc., for entry in the contest, but also 2126 E. 19th St. Cleveland, 0. 
of the increase in sales reported by the dealers as trace- 


able to their Remington windows. \ Vad % L ya NX Al (@ E S$ 


Remington window displays stimulated sales and se- 
cured for the dealers the “lion’s share” of the business in BEFORE ORDERING VALANCES 
their communities on more than Remington products, for BE SURE TO FIND OUT WHAT WE OFFER 
































WRITE FOR CATALOGUE -ON YOUR LETTERHEAD 


the overwhelming majority of merchants realized that 
Remington paved the way for a bigger and better fall and 421 S 4” ST. LOUISVILLE, KY. 
winter business—business not only on Remington products, 


(Continued on page 69) When Writing Advertisers Mention The Display World. 
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Window Displays Progress Past Year 


Much has been accomplished, in the opinion of one of the veteran 
display managers and artists of the country 


By CHARLES W. MORTON 
Display Manager, Weinstock-Lubin Co., Sacramento, Cal. 


HOW window displays during the past year 
throughout the country have made won- 
derful progress. From the smallest towns 
to the largest cities the development has 

been remarkable—not only the department stores, but 
the-specialty shops and chain stores, which also have 
made great changes. The most noticeable feature de- 
veloped is the backgrounds—simple, dignified, light and 
natural in color. Once in awhile you find an expensive 
dark hardwood, polished background, but not often. 
They appear to cause too much reflection. In fact, 





CHarRLES W. Morton 
Display Manager, Weinstock-Lubin Co., 
Sacramento, Cal. 
several such backgrounds in the west have been given 
a coat of light tan paint and tinted up, making a great 
improvement; others have been pulled out to be re- 
placed by more modern treatment. 

The chain stores and specialty shops have come to 
the front with beautiful stores in all parts of the coun- 
try during the past year. Many of these new stores 
are gems in construction and equipment. There has 
been a demand for good displaymen who have a mer- 
chandise knowledge to fill positions as managers in 
chain stores. The specialty shops have also increased 
and are holding their own in every way. 





Another outstanding feature during the past year 
is the unusual window displays turned out by the 
national advertising firms. The competition in these 
lines has no doubt induced the firms to produce better 
and more artistic displays, and, again, the newly organ- 
ized displaymen have had much to do in creating better 
displays. 

Another notable feature is the co-operation of the 
merchants and displaymen in putting over civic affairs, _ 
such as community drives, chamber of commerce and 
convention features, national and state events. In fact, 
the merchants recognize the fact that to help the city 
to grow helps the merchant to grow. The public 
recognizes the drawing power of the show window in 
civic and educational work. Throughout the country 
during the past year show window displays have im- 
proved wonderfully. Visit any small town—or large 
city, for that fact—and see the dozens of beautiful 
show windows carefully dressed, clean, with snappy 
show cards on almost every street. These specialty 
shops are growing everywhere, and with such displays 
cannot help being successful. The department stores 
will have to step lively in the future to hold their own. 
The chain stores, with their increased purchasing 
power, and the specialty shops are making rapid 
progress. 


It is very evident that 1925 will bring lots of sur- 
prises in window displays—-with the radio, new air 
transportation and other electrical developments many 
things will happen. It is a common thing now for the 
radio to give the national games at the time they are 
in action almost in any community; also other events. 
But in the near future, in conjunction with this, we 
will soon be able to see in the show windows through- 
out the country screens showing the actual scenes and 
events taking place, together with the radio descrip- 
tions. 





OPENS DISPLAY SERVICE IN SYRACUSE DISTRICT 


Walter L Welch recently resigned as display manager 
of the Empsall Department Store, of Watertown, New York, 
and is now conducting a display service in and around Syra- 
cuse, which is his home town. Before Mr. Welch’s connec- 
tion with the Empsall Company, he trimmed windows for 
many Syracuse stores, among them the Besse-Sprague Co.. 
Clark Music Co. and the Peck-Vinney Company. Mr. Welch 
has established his new business under the name of the 
Merchants’ Display Service at 208 Lexington Avenue, Syra- 
cuse. 
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The Display Publishing Company 
announces the appointment of 


MR. LAWRENCE O. GORDON 


as editor of 
The DISPLAY WORLD 


The same independent and progressive policies 
that have won for this publication its recognized 
position of leadership in the display field will be 
continued and enlarged. 


Mr. Gordon comes to his new work with a wide 
experience and thorough knowledge of successful 
publication practice and with an enthusiasm that 
will inspire your continued support and co-opera- 
tion. 


The former editor, Mr. Clyde P. Steen, is no 
longer identified with this publication, having re- 
signed December 31, last. 











Battling Public’s Indifference 


(Continued from page 21) 


ing drawings or painting show cards or pictures in the 
display at certain hours to suit the student’s convenience 
and when the number of passersby is greatest. The re- 
sourcefulness of I. C. S. salesmen in interesting merchants 
in our window displays is strikingly emphasized in the 
following experience of one of our metropolitan salesmen. 

This man picked out the windows in which he wanted 
to put displays—not stores on back streets, but good loca- 
tions, near street car transfer points, where hundreds of 
people pass every few minutes. These windows were worth 


“good money” to the retailer and the I. C. S. man knew- 


it. He had a good sign painter work out in attractive let- 
ters one placard for each of these merchants, announcing 
a proposed educational exhibit and the special plan, about 
which more will be said later. These cards were beauti- 
fully done in gold and black letters—something tasty and 
neat that got the merchant’s undivided attention, especially 
when he saw his own name hitched to an attractive plan 
for getting more business. 


Going into such a merchant’s place of business, the 
I. C. S. salesman said something like this: 


“We are going to conduct a special educational cam- 
paign. For the use of your window we will let you have 
one of our I. C. S. courses which you can offer as a special 
award to the man or woman in your section who wins 
out in a popularity contest. You will be permitted to 
allow each customer one vote for his candidate who pre- 
sents one of your cash register checks for a 50-cent or 
$1.00 purchase, or more. Or we will let you present the 
course to the man or woman who presents the largest 
number of these cash register receipts.” Through this 
plan this resourceful salesmen secured ten windows—for 
I. C. S. purposes—in some of the very best locations in the 
largest city on the North American continent. 

One of the most attractive lithographed displays we 
have ever had was that entitled “Two Letters to Two 
Mothers.” Briefly, the idea back of this display is the 
letter of a successful boy to his mother and the letter of 
an unsuccessful boy to his mother. The unsuccessful boy 


(Continued on page 79) 
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Interested in 
show cards’? 


you will always find a wealth of valuable 
information in SIGNS OF THE TIMES 


each and every month. 


Take a look at the contents of the January. 
issue, for instance, which carries among others 
the following exclusive features: 


Show Card Department 

Modern Poster Takes First Honors in All Forms of 
Publicity. By Frederick K. Beaumont. 

Modern Tools of Convenience Which are Helpful to 
Signwriters. By Carl Lars Svensen. 

Rectangular and Angular Arrangement is Most Pop- 
ular. Composition. By Stanley G. Breneiser. 

Spend Plenty of Time on Layouts, Says Show Card 
Student. By Paul V. Haase. 

Answers to Puzzling Questions on Stencil Process. 
By Bert Zahn. 

Chain Store Cardwriter Says Don't Overdo Cards. 
By Joseph H. Keenan. 

Teaching Show Card -Writing at Wanamaker Insti- 
tute. By George F. Zealand. 

Bringing the Uninterested Man Up to the Window. 
By H. C. Martin. 

Many Merchants Don’t Realize Importance of Show 
Card. By W. C. Justice. 


Store Front Advertising Department 

How to Make Etched Glass Signs by Use of Sand- 
blast. By James Tate. 

Simplicity Marked by Perfect Quality of Perfect 
Posters. By George W. Dinckel. 

Making Art Titles and Backgrounds for Movie Films. 
By G. B. Spurgeon. 

Decorative Sign Ornaments. By J. N. Halsted. 

Give the Air Brush a Chance to Build Your Sales. 

January Price Study. 

Omaha Sign Man’s Way of Bookkeeping. By J. N. 
Halsted. 

Third New England Conference of Sign Craft. 

Cleveland Sign Contractors Have Sound Organiza- 
tion. 

Process Advertising Stunt Wins New Trade. By 
Mrs. M. E. Linthicum. 

Analysis of Sign Quotations Appearing in Last Issue. 


$3.00 Will Put You on the Subscription List 
for a Full Year. 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 
Publisher of Standard Books on Show Card Writing. 
Lettering and Art : 
January, 1925 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. 
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More Attention Needed for Cards 


Department store windows will be made more distinctive by using 
unusual sales-getting show cards 


By FRANK G. HANNA 
Show Card Writer, The J. L. Hudson Co., Detroit, Michigan 


VERY card writer has his pet letters and 
layouts. They vary, just as handwriting, 
and in some cases there is too much varia- 
tion, especially, when the cards are to be 

used throughout the whole window display. 

Color, card stock and lettering, should harmonize. 
I don’t mean by this, that one should not change his 
style, only, never for one, general display. The widely 
different colors in lettering, which can be used on cards 
of the same color are innumerable. 

A great number of card writers confine themselves 
too much to the same old stuff. Watch the other fel- 
low and experiment for yourself. You can get very 
good styles in layouts and lettering from hand-lettered 
ads in newspapers and- magazines. Beginners have a 
tendency to put every color of the rainbow on a card, 
making it look like a circus poster. Confine yourself 
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Unusual Show Cards by Frank G. Hanna, of J. L. Hudson Co., Detroit, Michigan, Showing Variety 








to two colors at the most, on one card, until you know 
how to blend them. 

Personally, I seldom use more than one, with the 
exception of the tints and decorations. See card “It’s 
a Wise Bird,” with four colors, but used so there is 
no clash. I think that a card writer who has mastered 
two alphabets, (a heavy and a light one), a fair knowl- 
edge of layout (which is 80 per cent of the game) and 
color combination, can make good on the average job. 

The following is a description of the cards illus- 
trated: 

“Red Coats”—A cream colored card with display 
in bright red, and the rest in brown. This card is void 
of decorations, the punch being in the layout, with 
lots of background. When time is limited, this kind 
of layout is invaluable. 

“Lounging Rabes’—A mottled green card with 
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with just a touch of white. Small lettering on panel 
is in white. “Third Floor” is lettered in black with a 
“No. 5-A Speedball pen.” Panel is bordered with pale 
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Cascade Light 


Just Between Us as yours, to see that every article Delft » { 
sold under our famous trade-mark: Reg. U. S. Pat. Off. 
TALK NO. I— BRUSHES ano SUPPLIES 
E “cc f ; 
gS E? 52a ote measures up to the highest standards! We could not afford to let the 
dihidte of tha Beet quality suffer one tiny bit, even if we wanted to—it would not be good 
materials — carefully business! 
balanced, clean, Know then, that when you order any “Perfect Stroke” Brushes or any 
sharp and true, so “Perfect Stroke” Supplies, you are buying a definite, standardized qual- 
that no “going over ity—our name and our reputation—established as a result of nearly 
is ever necessary. twenty years of square dealing, and hence guarded jealously by us—all 
And every brush is are at stake. 
guaranteed to your 
tisfaction. 
een For Better Brushes, For Better Supplies 
Drip Pots Throughout the New Year and All the Years, 
Order “Perfect Stroke’””—Nothing Else Is So Good 
Write for Catalog No. 11 
BERT L. DAILY 
126-130 E. Third Street Dayton, O. 
display in medium green and red caps. The small let- 
tering is black, with a No. 5-A Speedball pen. Winter 
scene, with snow and house in white and the roof in == = 
red. The sky can be any dark color but I used mauve. = 5 
The moon is yellow. The trees and holly leaves are z 
emerald green with a light-green high-light. The = 
whole design is outlined in gold and spattered with = 
white to represent snow. This design is sufficient dec- = 
oration and gives a Christmas atmosphere. Any other i 
ornaments would overdo it. = 
“Spring Modes”—A cream card with mauve panel, 2 
pounced with dark-green. The display is yellow, tinted = 


mauve. Color spot is red with pale mauve circle and 
spokes. 

“January Sale of Furs”—A light-green card, oval, 
outlined with white spatter. 
“Half Off” which is light gray on black mat edged 
with white. This is an example of what can be done 
with copy lettered in one color or tinted. The border 
and decorations are emerald-green. 

“It’s a. Wise Bird’”—A black card with display in 
light tan, and with red-orange caps. The smaller text 
in emerald green, and “Show Cards” in lavender. The 
tilted display lines serve to catch the eye and to cover 
a card that ®ould be otherwise, rather bare, without 


border or decorations. 


All lettering in black, but - 
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Blue Green 
Buttercup Black 

Yellow New Blue 
Gulf Blue Tropical 


Old Rose Green 
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DULL FINISH Pine Green 
SHO-CARD BOARD} vi" 
U.S. PAT. NO. 166998 Gray Royal 
cn ge, 
HURLOCK BROS.COMPANY Inc. - 
3456-38 MARKET ST., PHILA., PA. : 
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Displays of a Few Years Ago and Now 


Men who install window advertising will have busy time of it during 
1925, is a prediction quite generally made 


By F. D. HARLOW 
Window Display Specialist, Kansas City, Mo. 


HE display man who is accustomed to 
handling crepe paper and interior dec- 
orations that can be installed in a few 
minutes will no doubt be in greater de- 

mand this year than ever before in the history of 
display advertising. If the amount of crepe paper 
and lithographic sales are any indication, more na- 
tional advertisers are turning to this medium than 
ever before, and those who have already learned 
the merchandising value of a “quick flash” are in- 
creasing their appropriations for this work. 

Manufacturers who have new products to put 
on the market, particularly food and household ap- 
pliances, and are in search of quick distribution, 
have found this means of reaching the neighbor- 
hood center second to none and while the greater 
part of these windows show no individual treat- 
ment special ones are often made up for good trans- 
fer points gf the car lines where the traffic justi- 
fies- it. 

These “specials” are used a dozen times or more, 
and very often are placed in windows that are 
passed by as many as 100,000 people in one day. In 
the installation of this type of window more time 





Chesterfield Cigarette Display of 1924—Compare it with one of seven years ago. 


is given, and the work is of a more finished char- 
acter. 

Druggists, grocers and butchers are especially 
glad to give up their windows for this class of ad- 
vertising. This is particularly true during the sum- 
mer months as almost all of their goods spoil if 
placed in a hot window. 

Some idea of the value of these windows can 
be estimated when it is learned that in many in- 
stances some dealers set aside a certain portion 
of their window space for these trims, and many 
times these “advertising windows” look better than 
the ones trimmed by the merchant, for no mer- 
chant can display better stock than he carries. 

Just as in other methods of advertising, regular 
campaigns are launched in this phase of advertising. 
One example—the packers take over all butchers’ 
and grocers’ windows from three to four weeks be- 
fore Easter, and the competition is so keen that the 
windows are booked ahead as early as three months. 
And it is for advertising but three of the three 
thousand items some of them have for sale. 

Ham or bacon and eggs is the popular Easter 
morning breakfast, and this is doubtless true be- 
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cause the packers have made it so. There is no rea- 
son why liver and bacon, or sausages and cakes 
would not do equally as well, but we have seen ham 
or bacon and eggs displayed in our butcher’s win- 
dow for several weeks before Easter, so we, like 
sheep, fall into line. 

On such campaigns, some of the larger packers 
use from thirty-five to fifty thousand windows 





A Display for Chesterfield Cigarettes Installed 
in Year 1917 


alone, in conjunction with billboard and newspaper 
advertising, stress being put on the window work 
for they realize that the place to advertise is where 
the goods are sold. 

The work is not confined to any special branch 
of merchandise. Tobacco manufacturers have also 
learned the value of these windows, and many of 
them make up special designs and hand-painted 
backgrounds that cost from five to fifty dollars each 
for good locations. It is not unusual for a small 
tobacco jobber to receive from two to ten thousand 
dollars a year for window work, the manufacturer 
supplying the lithographic material. 

The displayman who can install from eight to 
fifteen of these windows a day will be in great de- 
mand this year, and while some firms have standard 
displays,, the: man who has original ideas will be 
in demand. 





GAY FIGURES USED IN CHRISTMAS WINDOWS 

Jack L. Camieron, display manager of the Harris-Emery 
Store, of Des Moines, Iowa, and president of the I. A. D. 
M., presented Christmas shoppers in Des Moines a most 
unique display this year. Four sets of life-size wooden 
figures of boys and girls painted in bright reds, carrying 
Christmas candles adorned the window. The figures were 
bowing to each other, with Yuletide greens festooned 
around them. 





WISCONSIN STORE WINS DISPLAY CONTEST 


O. J. Johnson, display manager for the William Samuel- 
son Dry Goods Company, of Eau Claire, Wis., has been 
notified that he has been awarded the first prize of $100 
by the Royal Worcester Corset Company, of Worcester, 
Mass:, for a window display installed last September, as 
an entry in the nation-wide competition. 














The Fountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 





Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 

















Card Writers’ Materials 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 


82814 E. MAIN STREET RICHMOND, VA. 























The Drawing Master 
All-Metal, Adjustable 
Pantograph 


A precision instrument, indis- 
pensable for layuuts, signs, card 
or display work. Fully adjustable, 
with an extremely simple, positive, 
and almost instantaneous adjusting 
device. 

Made of the finest possible ma- 
terials, and absolutely guaranteed. 

From your favorite supply dealer, 
or direct from us. 


Price $3.00 Postpaid. 


DRAWING-AIDE CO. 


228 Caxton Bidg., Cleveland 
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Making Show Cards Pay Dividends 


Care given to style and layout will result in an improvement in 
all angles of this particular display work 


By LOUIS SITNER 
Display Manager, Boylan-Pearce Co., Raleigh, North Carolina 


T is an easy matter to spoil a beautiful win- 
dow display by having an unattractive 
show card. Then why not put more time 
on your cards and have them in harmony 

with the display? Many card writers have one pet 
alphabet, and in due time they get rusty. The same 
goes for their layouts—just one style. Persons pass 
by their windows, but there is nothing new to make 
them pause and see what the sign is all about. A good- 
looking show card will make them stop. 

I generally use a card 11x22, upright, our windows 
being rather high, in a frame. I use white board very 
frequently, but every so often use colored board to 
break the monotony. I try to give them something new 
all the time. Illustrations on show cards add much to 
make them attractive. There are many to be had from 
the various magazines that can be used to good advan- 
tage. Keep them in a scrap book and preserve them 
for future use. 


Layout is very important, and I believe it is about 
75 per cent of making the show card attractive and 
effective. Why not pay more attention to it? A good 
tip—watch the other fellow who is better than you, 
follow his style and try to do it a little different; get- 
ting different ideas will not hurt your work a bit. Prac- 
tice, and practice hard—the more the better. 

I generally work a combination of brush and pen 
on most of my cards, getting good results. For high- 
class work I find the Sonnecken pen most adaptable to 
my requirements. For speed, give me the Speedball 
pen. White lettering on dark colored boards works 
wonders, and, of course, a little shading to go with it 
proves equally effective. 

In conclusion, let me urge show card writers and 
displaymen who are just taking up this work to try and 
improve every day. In due time, then, you will find 
that it pays. It will pay you, and it will pay the store 
you work for. Think it over. See my cards, page 70. 


0<—>00<—00<— 000 


Window Cards Prove Aggressive Sellers 


_By GEORGE E. SNYDER 
Advertising Manager, Hirsh, Wickwire Co., Chicago, Illinois 


HY all retailers do not display window cards of 

nationally known merchandise they sell when the 
cards have intrinsic merit and the merchandise they fea- 
ture represents quality and holds a distinct place among 
the needs of men, is a mystery. True there are retailers 
who occupy positions of prominence and importance in 
their communities in comparison with the reputation of 
the nationally known line. But is it not the part of dis- 
cretion and policy to add the asset accruing from a tieup 
of the two names? 


And is there ‘not the further tenable consideration of 
the consumer who drops in to buy another article, being 
reminded and sold by the window card featuring a product 
which he did not come in to get? A display of the maker’s 
window card also functions for the retailer in identifying 
him to the person who has bought the featured goods in 
another city in which he previously resided. 


When business is at top speed almost every merchant 
shows a profit. Bradstreet’s figures prove it. Buyers 
pour in and practically take the goods away without much 
regard for high prices. But top speed business comes 
mighty seldom. Normal trade means that merchants must 
fight for every sale, and the best fighters win. Every extra 





weapon the retailer can get hold of to increase sales adds 
just so much to his success. 

By displaying those of nationally known lines the retail 
merchant links his store with a national reputation for 
superior quality. Such display by the retailer instantly 
broadens his |field and service in the eyes of the con- 
sumer. 

The progress that window display advertising will re- 
veal in 1925 compared with the past is marked. The highest 
type of art is employed. Research, a knowledge of what 
has gone before, and artisanship represent the ideas which 
the advertising manager, the artist and typographic de- 
signers have employed. 

This particularly characterizes displays of higher grade 
merchandise purchased by cultivated, well-bred men, Ad- 
vertising which subtly suggests, couched in the same lan- 
guage which they ordinarily use themselves, comes far 
closer to selling them than blatant assertions of the “Do- 
It-Now” type. Its very character automatically “hand 
picks” the very finest class of trade in town. The window 
display completes the workings of national advertising 
through localization. Is it not shortsighted of the retailer 
to narrow his appeal to the confines of his local pres- 
tige ? 
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Many Contests Close With 1924 


(Continued from page 61) 


but also on many other lines that Remington does not 
manufacture or sell but that they carried in stock. 

The winner of the grand prize in the contest was Wal- 
ter M. Jones, 710-712 Main Street, Ventura, Cal., a city with 
a population of 8500. Mr. Jones received $500 as a reward 
ward for his efforts. The remainder of the prizes were di- 
vided among three groups. In addition to the principal 
prizes. there were hundreds of five and ten dollar prizes 
awarded. 

Winners in the first group, including prizes for retail 
dealers in towns with a population of 5,C00 and under were: 
First, $250, A. H. Niewehner, Waverly, Iowa; second, 
Ww.S.DUPRE PAINT: 


1, 


HARDWARE 





Display by Wm. S. Dupre, Delavan, Wis., Winning 
Second Prize of $100 in Remington Arms Contest. 


$100, William S. Dupre, 231 Walworth Avenue, Delavan, 
Wis.; third, $50, W. J. Weaver & Sons, King City, Mo. 

Winners in the second group, including prizes for re- 
tail dealers in towns with a population of 5,001 up to and 
including 10,000, were: First, $250, James Gribben, Thomas- 
ville, Ga.; second, $100, Bushford-Burmister Company, Pres- 
cott, Ariz.; third, $50, Beltrami Avenue Hardware Com- 
pany, Bemidji, Minn. 

Winners in the third group, including prizes for retail 
dealers in towns with a population of from 10001 and 
over, were: First, $250, Burhans & Black, Inc., 136-138 
N. Salina Street, Syracuse, N. Y.; second, $100, Callum & 
Boren Company, Dallas, Texas; third, $50, Steel Hardware 
Company, Wichita Kansas. 


Gennett Record Company Awards Display Prizes 

The Starr Piano Company, of Richmond, Ind., has just 
made announcement of the winners in its window display 
contest for displays of Gennett talking machine records. 
Of the hundreds -of photographs submitted, first prize was 
awarded the Murphy Music Company, of Mulberry, Kans. 
M. J. Murphy, of the Murphy Company, said: “The idea 
of using real records to spell out the name ‘Gennett’ was a 
novelty to the whole community. We used 228 records to 
make up the whole display. We had a rambler of roses 
running over the top and down the sides of the back- 
ground, and this, together with the ferns and flowers, made 
a most artistic effect, we thought.” 

The second prize was awarded to the Neft Melody 
Shop, Los Angeles, and the third award was given Grun- 
den’s at Harrisburg, Pa. 


Des Moines Wins in National Rinex Contest 
Des Moines, Iowa, the city famed far and wide for its 
exceptional window displays came to the front in the Na- 
tional Rinex Contest conducted by The Clinical Labora- 
tories, of Cleveland, Ohio, by staging the winning window. 
The complete list of prize winners in this contest follows: 
First Prize, $100.00: McNerney Drug Store, Liberty 
Bldg., Des Moines, Iowa. 
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NAT-MAT 
Cardboards 


A colorful selection and a quick dry- 
ing surface. , 


Ask for free sample book of Nat-Mat 
Cardboards; also illustrated circular of 
cut-outs and beveled edge cards. Fac- 
tory prices. 





National Card, Mat & Board Co. 


Manufacturers 
4318-36 Carroll Avenue Chicago, IIl. 


85% of a show card’s color is 
the surface of its cardboard. 
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Air Brushes, Automatic Electric Air 
Compressors, Foot Pump Outfits, 
Easel Drawing Tables, Stencils, Etc. 





MAKE THEM STOP-.-- 
To Look at YOUR Windows 


Windows can be your star salesmen, if you 
keep them dressed up and attractive. 


The Paasche Air Brush will help you do this. 
Striking displays, attractive show cards and back- 
grounds, simply and quickly made the Paasche 
way, will draw customers into your store. 


Dress up your windows and pep up your sales 
with a Paasche Air Brush Outfit. It’s inexpensive 
and pays big returns. 


Wr'te us today for details. 


PAASCHE AIR BRUSH COMPANY 
1902 Diversey Parkway Chicago, IIl. 
New York Cleveland Los Angeles Detroit 
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Attractive, Business-Getting Show Cards Procure Results 
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Show Cards by Louis Sitner, Display Manager, Boylan-Pearce Co., Raleigh, N. C., That Pay 
Dividends for the Store’s Display. 
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Three Second Prizes, $50.00 each: A-1 Drug Company, 
Main Avenue and Howard Street, Spokane, Wash.; Rose 
City Pharmacy, New Castle, Ind.; Kunkel’s Quality Drug 
Store, 138 North Hanover Street, Carlisle, Pa. 

Five Third Prizes, $25.00 each: Schramm-Johnson Drug 
Store, 63 So. W. Temple Street, Salt Lake City, Utah; 
McManus & Owens, 430 Main Street, Coshocton, Ohio; 
Worthington & Reinhardt, Rockford, Ill.; Service Medi- 
cine Store, 110 Bleecker Street, Utica, N. Y.; Campbell- 
Lercher Drug Company, Sterling, Colo. 

Six Fourth Prizes, $15.00 each: Kress Drug Company, 
Hollywood and Vine Streets, Hollywood, Cal.; List Drug 
Company, Paducah, Ky.; Leo Hopp, pharmacist, Orange 
and Fourth Streets, Newark, N. J.; Lunde-Bersing, Inc., 
Seventh and St. Peter Streets St. Paul, Minn.; American 
Medicine Company, Bethlehem, Pa.; Cookson Drug Com- 
pany, 104 E. Douglas Avenue, Wichita, Kansas. 

Six Fifth Prizes, $10.00 each: Goodnight Pharmacies, 
LaFayette, Ind.; Schneider’s Drug Store,. Broadway and 
Chippewa Street, St. Louis, Mo.; Santa Fe Pharmacy, 
P and Tulare Streets, Fresno, Cal.; Walsh & Cummings, 
953 Elm Street, Manchester, N. H.; Henckell & Bryant, 713 
Commercial Avenue, Cairo, Ill.; Bowman’s Pharmacy, Bank 
and Market Streets, Petersburg, Pa. 


Hemco Window Display Contest Is Spirited One 


The window display contest conducted by George 
Richards & Company, of Chicago, for displays of Hemco 
electrical fixtures and appliances, proved to be quite 
spirited and a large number of entries were received from 
all sections of the country. The contest was won by the 
Public Service Company, of Colorado, 900 Fifteenth Street, 
Denver. Colo., E. T. McSpadden, display manager, which 
firm received the $75 first prize. Second award of $50 was 
received by Frank Parkins, of the Nebraska Power Com- 
pany, Omaha, Neb.; third prize of $25 went to M. Bennett, 
of the Standard Electric Company, 122 S. Water Street, 
Kent, Ohio and fourth award of $10 to G. J. Wolf, Jr., of 
the Wolf Electric Company, 1404-Seventh Avenue, Beaver 
Falls, Pa. 





NEW EXHIBIT ROOMS FOR BODINE-SPANJER CO. 

The Bodine-Spanjer Company, manufacturers of com- 
plete display essentials and decorations, have opened per- 
manent exhibits and salesrooms at 316 South Wabash 
Avenue, Chicago. 

The new show room is ideally located in Chicago’s loop 
and only a few doors south of Jackson Boulevard. The 
space, more than 5,000 square feet, forms one of the largest 
and most beautifully appointed show rooms displaying prod- 
ucts of the display industry. Displaymen and merchants 
are invited to avail themselves of the excellent facilities of 
this exhibit room when they are in Chicago. 





BECOMES DISPLAY MANAGER OF BIG STORE 

W. Z. Coy, formerly display manager of the W. H. 
Roland Company, of Bloomington, IIl., is now display man- 
ager of Miller, Rhoads & Swartz, the prominent depart- 
ment store of Norfolk, Va. Mr. Coy is a clever display- 
man and will no doubt execute some artistic work in his 
new windows. He was succeeded at Bloomington by Ells- 
worth H. Bates one of the country’s well-known display- 
men. 





UNUSUAL DISPLAY SHOWINGS COMMUNITY WEEK 

Retail merchants of Minneapolis, Minn., unveiled some 
unusually attractive windows for Community Week while 
a drive was in progress to raise a community fund. More 
than 200 store display windows were used in boosting the 
event. 
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Lettering Pens 


pens Drawing and Lettering 
Pens are made with both round 
and square nibs in four sizes of each 
| style. Used by expert card writers every- 
where. Send $1.00 for one dozen 
assorted Drawing and Lettering Pens. 


The Esterbrook Pen Manufacturing Co. 


Camden, New Jersey 
































Canadian Agents: The Brown Bros. Limited, Toronto 








STROKE BRUSHES WRITE 
FOR 
COPY OF 


Our New Free Bulletin 
DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 







AND SIGN PAINTERS 








Have You Sent for the new Catalog? 
The WOLD AIR BRUSH is an AIR BRUSH of QUALITY 


It is strong and durable and does 
the work. It has a good reputation, 











Ask for the new catalog of Air Brush 
Outfits for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE,, CHICAGO, ILL. 














CUT-OUT DECORATIONS 
FOR YOUR SHOW CARDS. . 


We offer a beautiful new line for spring 1925—Flowers, 
Butterflies, etc. Beautifully colored and embossed. 


Samples sent free on request. 














W. B. YOUNG & CO., 160 N. Wells St., Chicago, Ill. 














When Writing Advertisers Mention The Display World. 
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Wax Figures Progress With Display 


Have had mutual advance with the onward march of the show window 
and today exhibit natural poise and human interest 


By RALPH R. GARRISON 
Advertising Manager, J. R. Palmenberg’s Son’s, Inc., New York City 


N approaching a consideration of an out- 
standing feature in the progress of dis- 
play for the year 1924, wax figures have 
most certainly played an important part. 

It is probably within the last five years that they have 
nfade their greatest real merchandising appear and 
have become more noticeably improved in display. The 
reason for this is obvious when we consider the won- 
derful window displays of the past few years, and espe- 
cially of the year just past, as compared with a decade 
or so back. 

There s much to be said on this account, and several 
reasons were advanced in a previous issue. Among 
zhese, and one which was only mentioned at the time, 
was the remarkable development of the displayman 
himself and a growing appreciation of his work by the 
merchant and the general public. 


Great Improvement in Display Work Shown 


In merchandising value, artistry of composition, 
color and setting, the window and store display has ad- 
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Showing Natural Poise and Grouping of Wax Figures in Window of Marshall Field Store at Chicago 


vanced more than any other phase of merchandising. 
This is probably because display has developed from 
the mere trimming of windows to show what the store 
sold to what one can truly consider a fine art in the 
presentation of merchandise. Competition has called 
for the exercising of ingenuity to make the particular 
display induce the passerby, by its very attractiveness 
and appeal to suggest the desirability of the particular 
article on display in that particular store. Such a 
calling is fascinating. It lends itself to the imagination 
and has attracted men of intellect and vision. 

During the past year, statictics, lectures, contests 
and articles have demonstrated conclusively, the power 
of display. Recognition of its value has been accorded 
in this one year more than any other several previous 
years combined. A high standard has been set that 
predicts even better things to come and will undoubt- 
edly be an inspiration to many displaymen. Although 
titles do not mean much the men who are in back of 
window display now are no longer “window trimmers.” 
They are “Directors of Arts and Decorations.” ~ 
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a Read what Mr. Johnson, display manager 
for Dickson-Ives Company, Orlando, Fla., says 


about his CUTAWL! 


The International Register Co., Chicago. 


“Gentlemen:—The CUTAWL is ‘a wonder.’ I do not see now 
how I could get along without it. I used it for all the back- 
grounds and individual units in my fall displays, and also for 
making every trim in my Christmas settings. 


“It is remarkably simple to operate. My seven year old son 
cut a house out of wallboard nearly as well as I could have done 
it myself. 


“You are welcome to use my endorsement if you care to, for 
I believe you have the best device introducd to display men in 
the last twenty-one years, the length of time I have devoted to 
displaying merchandise.” 


(Signed) C. WALTER JOHNSON. 
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CUTAWL 


Saves time and expense 
in making unusual decorative 
features in store displays 


HE originality of the displays which you can 
T produce with the CUTAWL will give your win- 
dow trims an added distinctiveness and indi- 
viduality. 
Ornamental and decorative backgrounds, panels, fix- 
tures, signs, flowers, etc., can be cut of waltboard, 
cardboard, paper or cloth with astonishing speed and 
versatility. 
The CUTAWL is exceptionally simple to operate, 
even on the most intricate designs. The money and 
time saved will quickly pay for the machine. 


Write for illustrated literature containing complete 
information about the CUTAWL, its operation and 
its practically unlimited possibilities. 


THE INTERNATIONAL REGISTER CO. 


13 South Throop Street 
CHICAGO 














Make our show rooms your 
headquarters while in the city 


The 
SPRING 


LINE 


of Display Panel effects and 
Anaglypta are ready for your 


316 N. Michigan Avenue 








WELCOME 


To Our New Chicago Home 





teapots Se sav we all of us = 


The Murdison Gompany, Inc. 


Chicago 
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The general tendency of display that has been de- 
veloped is best described in that slogan that char- 
acterizes the Newell Emmett Advertising Agency— 
“Not how much, but how well.” As mentioned in the 
previous issue, the displays of yesteryear leaned 
towards quantity in their presentation. The quantity 
production and use of wax figures in this respect was 
also pretty well crowded, and the mechanical and style 
reasons for the change in their manufacture and the 


cost thereof. 

There is however, another very important contribution 
to the evolution of the wax figures that was only alluded 
to. It is the necessity of absolute perfection in every 
detail of a wax figure in order to correctly interpret the 
ideas and effects upon which displaymen are building their 
prestige in merchandising. Apropos of this has been the 
desire of the wax figure manufacturer to anticipate and 
assist in the needs of this progress. 

Whereas, it was not so long ago that wax figures were 
crowded into a window in batallion formation, they are 
now displayed with some attempt at natural grouping, 
thereby focusing the attention on every particular display. 
Whether it is the display of style in garments on the 
fashion figures, or the depiction of a scene with character 
figures, the complete setting must needs harmonize. Atten- 
tion is naturally centered upon the styles and garments 
suggested by and displayed upon the wax figures, because 
of the manner in which they are placed in the display 
which sets them off to the best advantage. Their mission 
is to represent the onlooker in his own mind’s-eye or some- 
one with whom he is familiar, and impress the desirability 
of the garments displayed. 


Wax Figures Not the End to a Display 


If these figures are perfect he will hardly notice the 
fact, for the message or the appeal of the display will be 
obvious at a glance. If the figures are not perfect, whether 
they be a man or woman, they will attract attention to 
themselves. Although resentment may not be exactly 
aroused, the desired impression or effect will most cer- 
tainly be lost, for it is only human to criticize. 

There is a growing appreciation of the value of good 
wax figures by displaymen throughout the country. This 
is, of course, in accord with the general advancement that 
has marked the excellency of their windows. As witness to 
this is the many remarkable displays that have been photo- 
graphed during the past year for municipal and national 
display contests. Wax figures have played an important 
part in many of these demonstrations, and not a few of 
the prize-winning displays. This does not mean that the 
mere use of wax figures is sufficient to make a successful 
display. They will make a display interesting and suc- 
cessful, provided they are good wax figures and are used 
correctly. 


The Imporiance of Posing Stressed 


The why and wherefore of good wax figures has been 
discussed more or less thoroughly. As to the correct use 
of them, that is, of course, a matter of personal judgment, 
but the importance of giving considerable thought to their 
posing cannot be emphasized too strongly. 

It is surprising what effect the mere lifting or turning 
of an arm or the tilting of a head will do for a display. 
Whether the figures are a row of fashion models in a con- 
ventional setting or a group of character figures in a 
dramatized setting, the FIGURES THEMSELVES, as well 
as the merchandise displayed and the effect desired, must 
be carefully studied and experimented with. It. is, of 
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course, superfluous to mention the two last factors to a 
displayman, but there is a chance of him neglecting the 
possibilities of the figures themselves in his enthusiasm and 
concentration upon the merchandise. It is only by study- 
ing the figures themselves, in conjunction with the other 
factors, that he can get the most out of his figures, and, 
therefore, the most into his story and merchandise. 

To assist the displayman in this respect, the wax figure 
manufacturer is constantly creating and perfecting new 
sitting and standing poses. Interchangeable heads, arms 
and bodies are also of material advantage and are being 
constantly improved upon. 

The possibilities of wax figures in display and the future 
of display itself is, indeed, fascinating. Considering the 
strides that have been made in the past year, it is encour- 
aging to everybody concerned in the great art of display. 
Co-operation on the part of the displayman, the display 
specialist, the merchant and the manufacturer of display 
equipment is the certain way to continued progrtss. 





SPEAKER URGES THE STUDY OF MERCHANDISING 

Paul W. Ivey, professor of economics at the University 
of Nebraska, spoke before a recent luncheon meeting of 
the Advertising Club of St. Louis, and stressed the neces- 
sity of studying merchandising plans in connection with 
advertising. He declared that nine-tenths of the dealers’ 
helps produced supposed to help the merchant talk mostly 
about what the manufacturer is doing and not what the 
retailer is doing. 





MERCHANT STARTS ON AN EXTENDED TOUR 

Fred W. Andersen, known as the “miracle merchant” of 
Cozad, Neb., is now engaged in a lecture tour under the 
management of A. E. Long, 3022 South 34th Street, Omaha, 
Neb., and is speaking before merchants’ associations, adver- 
tising clubs, trade groups, etc., throughout the country. 
Mr. Andersen is the merchant who built up an annual 
business volume of $300,000 in a town of 1,300 population, 
and attributes much of his success to display methods. 





DENSE CROWDS WATCH CHRISTMAS COMICS 

Crowds watching the automatic figures reproducing the’ 
comic characters of the Sunday newspaper supplements 
in the windows of the Kaufman & Baer Company, Pitts- 
burgh Pa., became so dense during the holiday season 
that it was necessary to constantly maintain a cordon of 
policemen on the sidewalks to keep the passersby moving 
The displays were unusual. 





WINDOW SHOPPERS NIGHT FOR CHRISTMAS 

Retail merchants of Lexington, Ky., participated in a 
window shoppers’ night, Friday, December 19’ that was a 
decided success in stimulating Christmas shopping. <A 
series of prizes were awarded window shoppers. 





HERMAN MENDE JOINS BODINE-SPANJER STAFF 

The display profession will undoubtedly be interested 
in the announcement of Mr. Herman Mende’s affiliation 
with the Bodine-Spanjer Company, manufacturers of com- 
plete display decorations, as manager of the artificial flower 
division. Mr. Mende has assumed active charge of this 
growing department and has already completed the spring 
catalog line, which promises to be one of the most beautiful 
and reasonable priced ever presented to the display pro- 
fession. 

Mr. Mende enjoys a national prominence in the display 
industry, having been in charge of artificial flower depart- 
ments for more than twenty years, and during which time 
he has contributed materially to the advancement of the 
general display profession. 
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ith the New York Displayman 


Many new and attractive Christmas interior displays created in New 
York stores—Unique handkerchief showings dominate windows 


By WILLARD D. HART .- 
New York Correspondent, The Display World 


UTSTANDING among all the beautiful and 

unusual things brought out in connection with 

window displays during the busy Christmas 

season were several elaborate and unique dis- 

plays of handkerchiefs. Not only were they 
fine from an artistic and display manager’s point of view, 
but they were productive of thousands of dollars’ worth 
of business in the handkerchief departments of several of 
the local stores. 

Franklin, Simon & Company, Arnold Constable and 
Company, Lord & Taylor and R. H. Macy & Company, all 
had unusual displays of these articles. Franklin-Simon 
centered their trim around about a three-masted schooner 
made of handkerchiefs. Arnold Constable had their hankies 
fixed in such a manner as to make them appear to be 
bouquets of flowers on a platform representing a dinner 
table. 

R. H. Macy made a large flowing crinoline gown and 
placed it on a beautiful wax figure as the center of a win- 
dow that was kept in longer than usual, then moved to a 
less conspicuous window on 34th Street for a still longer 
stay. Lord & Taylor reproduced St. Patrick’s Cathedral, 
a Christmas tree, peacock and large ocean liner, in their 
showing of handkerchiefs. The results obtained through 
these windows forcefully illustrated the unlimited value 
of window displays. 

The toy window displays themselves did not bring 
forth much in the way of new ideas, but the interior dis- 
plays were in many cases new and attractive, 

Santa Claus arrived at the Namm Store in Brooklyn 
via one of the Main Street front windows in his sleigh, led 
by his trusty reindeers. He had in tow an enormous bag, 
which was gaping open and emitting a number of toys. 
Several toys were loaded into the front of the sleigh, and 
among those present perched on the dashboard was that 
noted steed, Spark Plug. 

Behind Santa Claus appeared a Christmas tree, properly 
trimmed and lighted. It was night, presumably the night 
before Christmas, that was presented in this window. 
There was the moon, and plenty of realistic stars twinkled 
in a sky of blue all the way around. Cutout snowdrifts 
and trees made up a background along the bottom of the 
curtain that performed the role of sky. 

Three specimens of decorations that make use of light 
as an integral part of their construction were noted in 
local stores. These are the decorations that abound in 
other parts of the store than the. toy section. 

The entrance to the escalator on the main floor at 
Abraham & Straus, Brooklyn, had a most decorative por- 
tal prepared for it. Resting on columns at either side was 
an ornamental bar, having lance-shaped heads and spread- 
ing into a diamond-like form at the center. From the top 
of the central part rose six red candles; from the lower 
side hung a Christmas wreath dotted with clusters of red 
berries. 

From the ends of the croSspiece hung suspended globes 
of red silk containing electric lights. The globes were 
irregular clusters like so many large currants. Evergreens 


in pendants backed up the illuminated red of these spherical 
lanterns. 

At Bloomingdale Brothers, small lamp shades in the 
form of bells, hung in loose clusters from a_ horizontal 
wire. The bells were at the ends of curving stalks of red, 
about which Christmas evergreens were entwined to give a 
substantial body to the unit. 

Large spherical globes of red glass shade the lights on 
the main floor at Wanamaker’s. They are suspended by 
chains from metal brackets attached to the columns. The 
brackets are of ornamental scroll work. 

Many attractions appeared in the toy department deco- 
rations. As the eyes of the passengers on the escalators 
at Abraham & Straus in Brooklyn began to look above 
the horizon formed by the toyland floor, a most attractive 
opening to the visa leading to the headquarters of Santa 
Claus was to be seen. 

Columns in the form of huge, long-stemmed toadstools, 
beginning at the escalator, were paired off throughout the 
toy district. The tops were of a fairly realistic coloring 
and the stems were in sliver. Fantastic leaves in comical 
curves grow from these plants, and about the tops of the 
stalks are entwined red vines that bear poinsettas in pro- 
fusion. Odd little lanterns with conical tops and irregular 
panes of glass in different colors hung among the vines. 


Santa Claus had his office right on his plant; his work- 
shop had been established at one end oif the floor. The 
operatives in his factory, gnomes of the Hammacher & 
Schlemmer type, were to be seen busily at work at their 
several occupations. Two were engaged in making a sled. 
One of them was turning a bit in a brace. Another was 
planing endlessly at a work bench. Two blacksmiths were 
hammering at an anvil with alternating strokes, and farther 
along another smith was blowing the bellows at a fire. 
There was also an artist drawing at an easel at the right 
beyond the confines of the setting. 

Old St. Nick established branch offices in all of the toy 
departments of the big stores in New York. The lavish 
layout for Santa in the Gimbel Store, with reproductions 
of the comic characters in New York paper cartoons, was 
described in the last issue of this magazine. 

At R. H. Macy, Santa established himself in winter 
quarters than which none could be more wintry. His 
throne was in the very core of a colossal snowball, mounted 
on a high platform approached by the conventional steps. 
An alcove was let into the big white igloo and in it a 
frost-covered chair was provided for the “boss.” The 
snowball stood in a semi-circular alcove curtained with 
blue oilcloth; from the sides and from the canopy snow 
and icicles hung, as they perfectly well ought to. 

The columns about the floor in this store were circled 
by little houses and other decorative contrivances. Shades 
over the ceiling lamps had pictures of horsemen, each 
hotly pursuing the horsemen directly in front of him en- 
gaged in a similar pursuit. 

Those who paid their respects to Santa Claus at Bloom- 

(Continued on page 80) 
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PRIZE AWARDS IN DISPLAY WORLD MER- 
CHANDISING WINDOW CONTEST 


Silver Trophy Cup—W. G. Toll, display man- 
ager, Frank & Seder Company, Detroit, Mich. 

Silver Trophy Cup—Fred A. Gross, director of 
displays, Owl Drug Company, San Francisco Cal. 

Five Years’ Subscription to DISPLAY WORLD 
—Carl W. Ahlroth, display manager The May 
Company, Los Angeles, Cal. 

Three Years’ Subscription to DISPLAY WORLD 
—John Dubission, display manager, The Cain- 
|. Sloan Company, Nashville, Tenn. 

Two Years’ Subscription to DISPLAY WORLD 
—Joseph H. Marshall, display manager, The 
Boersma Company, Chicago, III. 











department was moved into the windows. The dis- 
plays were made only after weeks of preparation on 
the part of the display department, under the director- 
ship of W. G. Toll, display manager. Only a portion 
of the newspaper advertising was utilized to announce 
this special sale of shirts. The public was asked to 
look in the show windows the following morning. The 
public did. The sidewalks were such a mass of jostling 
humanity long before the store’s doors opened that the 
windows were in danger of breaking. Special police 
protection was necessary. Passersby were late arriving at 


their places of employment that morning, which was 
August 5th of last year, because the constantly growing 
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Displays of Largest Selling Power During 1924 


(Continued on page 9) 


crowd drew many more and the word passed around so 
rapidly that it is believed the greatest crowd that ever 
observed window displays in the history of Detroit sur- 
rounded the store throughout the day. 

Each window contained the regulation show cases, back 
shelving or shirt cases that would be found inside the store. 
Many of the shirts were laid on the show cases or dis- 
played carelessly, as if they had been just laid down by a 
customer after examination. The wax figures of the clerks 
behind the counter were all lifelike and dressed to corre- 
spond with the clerks in the store. In many instances, the 
cash register was just ringing up the price of the shirt or 
shirts sold. A huge show card in the corner of each win- 
dow did the rest. This card clearly and forcibly told the 
facts of the sale. There was nothing left for the passerby 
except to try and get into the store to make a purchase! 
The result is best told in the affidavit accompanying this 
entry in the contest: 


“September 30, 1924. 
“Editor The DISPLAY WORLD, 
“Cincinnati, Ohio. 
“Dear Sir: 


“Replying to your letter of September 25, requesting 
sworn statement regarding our shirt sale of August 5, I 
wish to state that the amount of shirts sold was 15,757. 
There may be a small variation in the quantity, but this 
is the nearest that we can account for. 

“Accordingly, I am having this statement sworn to as 
per your request. I trust that this is the desired informa- 
tion. “Very truly yours, 

“(Signed) GEORGE R. JACOBS, Buyer.” 

“Subscribed and sworn to before me this 30th day. of 
September, A. D., 1924. 

“(Signed) DAVID W. AHL, 
“Notary Public, Wayne County, Michigan. 
“My commission expires March 18, 1927.” 





Sales Producing Glove Display by Joseph H. Marshall for The Boersma Co., Chicago, IIl., 
Prize Winner in Display World Merchandising Contest. 
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Display Showing Making and Sale of Hosiery by John Dubisson, Display Manager, Cain- 
Sloan Co., Nashville, Tenn., Prize Winner in Display World Merchandising Contest. 


Accordingly, The DISPLAY WORLD Service Bureau 
takes pleasure in presenting Mr. W. G. Toll, display man- 
ager of the Frank & Seder Company, Detroit, Mich., with 
the silver trophy cup for the window display that sold the 
most merchandise, in volume, during any given period of 
1924—not employing any national advertising. 


Drug Store Sells Electrical Heaters in Volume 


The Owl Drug Company, of San Francisco, Cal., had 
two notable windows during 1924 that it wished to enter 
in the contest—one a display of a nationally advertised 
products. the other a display of something extraordinary— 
the service provided by its soda fountain, which actually 
increased sales noticeably. 


The story of these two displays which appeared in 
separate stores of the Owl chain in San Francisco is inter- 
esting, and the sworn statement of Fred A. Gross, display 
director of the Owl stores in San Francisco, on the win- 
dow which was awarded the trophy cup for the greatest 
volume of sales, in proportion, for nationally advertised 
products tells an interesting achievement. This statement 
follows in full: 


“The accompanying photograph of STAR ELECTRIC 
HEATERS retailing at five dollars is hereby entered in 
The DISPLAY WORLD contest by Fred A. Gross, direc- 
tor of displays, The Owl Drug Company, San Francisco. 
This window was installed by the writer April 1, 1924, and 
remained in for nine days at our Sixteenth and Mission 
Street store, San Francisco during which time exactly 
$600 worth of this merchandise was sold. 


“As it is unusual for any of our stores to sell more 
than one or two of these heaters in a day WITHOUT 
a window display, this window was voted the most unusual 
sales-getter in dollars and cents of any which we have on 
record. Considering this record to be in competition with 
the rest of our own chain of 88 stores throughout the 
country, we venture in saying that from any druggist’s 
point of view this would seem a very good paying win- 
dow. Just how this would compare with a department 
store entry of the same merchandise we do not know, but 
as far as the drug store handling electric heaters is con- 
cerned, we consider this product a necessary item in our 
business, as most of these little heaters are sold to give 
more heating comfort to the sick room and to generally 
comfort, and thereby promote health. It is as necessary 
to every home as the heating pad or the hot water bottle. 


So much for that. Now a word or two regarding the 
display itself. 

“Tt was not originally intended to serve as a contest 
entry—neither did we expect it to come in for any pub- 
licity. It was simply intended to stimulate the heater busi- 
ness at that store. We were so surprised to find it had 
sold $600 worth of heaters in nine days that we ordered a 
double audit of sales and found it correct. The ‘Little 
Heater Men’ cutouts with the descriptive selling arguments 
attached happened to carry the proper ‘human touch’ ap- 
peal. The company supplying these heaters does not sup- 
ply any advertising material of this sort. But since this 
display went in the A. S. Chernoff Company, Pacific Coast 
representatives of the Fitzgerald Manufacturing Company, 
of Torrington, Conn., who make these heaters, have asked 
for and been granted permission by this writer for the Owl 
Drug Company to reproduce this display for dealers in 
lithograph form. This material will flood the market early 
in March, 1925. 

“Being original with the writer, this display has brought 
a considerable amount of credit to the entire department. 
Duplicate displays have been made up in our art depart- 
ment and sent to other stores in the chain, all of them 
reporting excellent results. But to date we still hold the 
nine-day record, and, while we have a great album of prize 
winners—windows that were ‘built’ to ‘hang up’ a record— 
we feel that a display not originally intended to become 
‘famous’ as this one would have the greater award of 
merit. 

“Trusting this will meet with your approval, I remain, 
as ever, a booster for The DISPLAY WORLD. With best 
wishes for its continued leadership in the display field, 

“(Signed) FRED A. GROSS, 
“Display Manager, The Owl Drug Co., 
“San Francisco. 


“Indorsed: 


“(Signed) W. C. McRAE, 
“Manager The.Owl Drug Co., 
“16th and Mission St., San Francisco, Cal.” 
“Subscribed and sworn to before me, this 13th day of 


December, 1924. 
“(Signed) MARK E. LEVY, 


“Notary Public in and for the City and 
County of San Francisco, State of California.” 


Sanitas Paper and Cloth Display Proves to be Unusual One 

Carl W. Ahlroth, display manager of The May Com- 
pany formerly Hamburger’s Store, of Los Angeles, Cal., 
entered a window display of Sanitas paper and cloth that 
was unusual. Mr. Ahlroth receives as an award for this 
display a receipt for a five years’ subscription to The 
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DISPLAY WORLD. It came near figuring up with the 
electric heater display in San Francisco, except that it was 
not entered as a nationally advertised product window. 
Several windows were used to depict the use of Sanitas as 
a decorative, not only for the walls, but table covers, 
furniture and accessories. The three settings entered in- 
cluded a boudoir, dining room and kitchen. The boudoir 
was one of the most artistic rooms that could be imagined 
and fairly scintillated Sanitas, which covered the walls, the 
twin beds, the vanity dresser and other furniture in the 
room. 

Mr. Ahlroth worked for two weeks constructing the 
backgrounds for these displays, which were so unusual that 
they attracted enormous crowds. Without any other ad- 
vertising linking-up, the Sanitas sale, which took place 
June 16, 1924, the window displays sold approximately 8,750 
yards of this material in a single day, a remarkable record. 
As this is something not often displayed, and the fact that 
it sold for 50 cents a yard, made it a remarkable event 
for a department store. The sworn statement accompany- 
ing Mr. Ahlroth’s entry in the contest follows: 


“Los Angeles, Cal., December 6, 1924. 
“Editor The DISPLAY WORLD, 
“Cincinnati, Ohio. 
“Dear Sir: 

“Replying to your letter of recent date, requesting 
sworn statement regarding our Sanitas sale of June 16, I 
wish to state that we sold, the first day of the sale, about 
eight thousand seven hundred and fifty yards of Sanitas 
yardage and table covers. Of course, there may be a small 
variation in the amount and quantity, but this is the nearest 
we can account for. 

“Accordingly, I am having this statement sworn to as 
per your request. Trusting this is the desired information, 
I am, ’ “Very truly yours, 

“(Signed) FRED C. TIBBELL, Buyer.” 

“Subscribed and sworn to before me this 15th day of 
December, A. D., 1924. 


“(Signed) CARRIE LUTTEMAN, 
“Notary Public for Los Angeles Co., Californa. 
“My commission expires February 20, 1927.” 


Hosiery Display in Nashville Employs Use of Machines 


An unusual hosiery display by John Dubission, display 
manager of the Cain-Sloan Company, of Nashville, Tenn., 
was awarded a prize in the competition, Mr. Dubission be- 
ing presented with a receipt for a three years’ subscription 
to The DISPLAY WORLD. This display sold 9,000 pairs 
of hose during the three days the window was in view of 
the public, and the sale proved such a success that it was 
continued three days longer and 3,000 more pairs were 


disposed of. 
The window featured the making and selling of “Better 
Hosiery.” Three machines and two operators were used 


in demonstrating the making of “Better Hosiery.” One 
machine made silk hose, one closed the toes and the other 
made cotton hose for children. The operators worked the 
machines from 10 a.m. until 10 p.m. during the three 


days the machines were in the window. The demonstra- 


tion attracted and held a crowd continuously. The other 
half of the window was converted into a retail depart- 
ment selling “Better Hosiery” using the National Cash 
Register system for service. Inspection lamps were used 
throughout the department for protection. In carrying 
out the “Better Hosiery” idea all boxes were labeled “Bet- 
ter Hosiery.” 


Glove Window in Chicago Carries Good Selling Appeal 


The statement of Joseph H. Marshall, display manager 
of the Boersma Company, 11056 Michigan Avenue, Chicago, 
tells an entire story in itself and proves the splendid mer- 


THE DISPLAY WORLD 





chandising value of a display of gloves which he entered 
in the contest. Mr. Marshall receives as his rewgrd a two 
years’ subscription to The DISPLAY WORLD. “His state- 


ment follows: 


“Chicago, Ill., November 13-17, 1924. 


“Editor The DISPLAY WORLD, 
“Cincinnati, Ohio. 
“Gentlemen: 

“T am sending today to be entered in your 1924 con- 
test a display of gentlemen’s fine dress gloves. This dis- 
play, as it is set up, sold gloves in spite of the unseason- 
able weather we have been having. We kept official count 
of the gloves which were sold, which I am sending signed 
and sworn to, to be correct in every detail. No outside 
advertising was done in any paper. The window display 
was the sole advertising medium. 

“This display was put in our show window November 13. 
On Saturday, November 15, we started boosting dress 
gloves. This department in years gone by was not such a 
strong one. That is why I made arrangements to try out 
something hard which would prove what window display 
will do with a strong selling message. Our business is 
pulled mostly from the manufacturing division of the Pull- 
man shops here, and the employees do not have a great 
deal of time to wear dress gloves, although they buy the 
best of everything. But we have found out that the right 
methods and the right display can do wonders for any de- 
partment. 

“The background of the window was formed of a large 
clock, six feet across, cut out of composition board painted 
with silver paint and trimmed with cream and black paint. 
The hands of the clock were painted black and silver. The 
Roman letters were made up of dress gloves. The hands 
of the clock pointed to the eleventh hour. The lettering 
on the dial of the clock consisted of but four words, “TIME 
TO BUY GLOVES.” The small show cards used were 
painted by the writer and small price tickets were used 
on each section of gloves. The gloves were sold at regular 
prices. There was no attempt to make a ‘special’ of the 
sale. The big clock could be seen a half block away and 
passersby were attracted in numbers. This window was 
on display four days, including Sunday, when the store 
was closed. This gave us three selling days with warm 
weather. If the weather had been with us, we would have 
sold a great many more. The official count as kept by our 
accountant was 381 pairs of gloves sold for the three sell- 


ing days! 
“(Signed) JOSEPH H. MARSHALL, 
“Display Manager, The Boersma Company. 
“11056 Michigan Ave., Chicago, IIl. 
“Witness: (Signed) A. M. Clow, Buyer. 


“Witness: (Signed) C. C. Ericks.” 
“This statement sworn to and subscribed before me, this 
25th day of November, A. D., 1924. 


“GEORGE JANSEN, 
“Notary Public.” 


Many Windows Deserve Honorable Mention in Contest 


Windows deserving honorable mention in the contest 
included the following: 

Window Display of Beads at 49 |cents per necklace, 
entered by E. J. Hamilton, display manager of S. F. Iszard 
Store, Elmira, N. Y. Sold $100 worth of these necklaces 
in less than a day. 

Window display of Arrow Shirts, entered by Carl W. 
Ahlroth, display manager of The May Company, Los An- 
geles, Cal., sold more than 700 dozen shirts, or approxi- 
mately 8,400 shirts in a single day—May 5, 1924. 

Window display of soda fountain special in Owl Drug 
Company store at Bush and Montgomery streets, San 
Francisco, Cal., sold 1000 Banana Surprise Sundaes in six 
days (May 15 to May 21, 1924) at’20 cents each. The dis- 
play entered by Fred A. Gross, display manager of The 
Owl Drug Company, San Francisco, was exceptional in 
that the window was treated with the “banana” atmos- 
phere and the principal show card read: “Yes, We Have 
Plenty of Banana Surprises.” Sundaes were made up in 
imitation, tempting and. inviting, and placed in the win- 
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WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes. 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC., 
17 Madison Ave., New York City 


POSITION WANTED 


Window ttrimmer, card writer and 
retail advertising man, with several years 
experience, wishes a permanent connec- 
tion with a live men’s wear store. Mar- 
ried, good references. 

Address “M, I.” 
Care The DISPLAY WORLD 








FIXTURE SALESMAN or DISPLAYMAN 


who can devote part time to selimeg Val- 

ances. A rea! line and liberal commissions 

wili earn you a substantially increased 

income. Give full details of yourself in 

letter to us. Confidentiai if desired. 
BRYAN’S, 


423 S. 4th Ave., Louisville, Ky. 


EXPERIENCED WINDOW 
FIXTURE SALESMAN 


to cover Indiana, Illinois and 
Iowa; established trade; strict- 
ly commission basis; must 
have good personality and be 
honest and reliable. Replies 
confidential. 


THE ONLI-WA FIXTURE 
COMPANY 
Dayton, Ohio 




















POSITION WANTED 


Young man, 18 years of age, with 
four years’ store experience and a 
graduate of The Koester School, 
desires to be an assistant to good 
displayman and card writer, or 
would consider either separately. 
Good references; sample cards sent 
on request. 
Address, “M. P.,” 
Care, The DISPLAY WORLD 





WOULD THIS INTEREST SOME 
DISPLAY MANAGER? 
Would you be interested in secur- 
ing the services of a clever display 
man, of unusual ability and experi- 
ence, who is capable of assuming 
a large amount of the responsibili- 
ties of a large display department? 
Experienced with all lines of mer- 
chandise and trim, both high-grade 
and stackey displays. Would con- 
sider a first general assistant propo- 
sition or good display position. 
Address, “F. W.,” 

Care The DISPLAY WORLD 








WANTED 


Salesmen selling fixtures to carry a 
well-advertised line of Window 
Valances and Drape Shades. We 
are an old established house 
manufacturing our own _ lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


Address, “C. N.,” 
Care The DISPLAY WORLD. 




















dow, together with some plantation straw and a copy of 
the original song, while the principal central figure was an 
enlarged photograph of William Roe, manager of the soda 
fountain in the store, and four charming young women 
assistants who were handing the “Banana Surprises” over 
the soda counter. 

Display of Wilson Brothers silk ties, entered by Joseph 
H. Marshall of The Boersma Company, Chicago, sold 75 
dozen ties, or approximately 900 neckties in less than one 
and one-half days. 

The contest was unusual in that the awards were not 
based on the amount of sales the window created in dollars 
and cents, but the actual amount of merchandise moved, 
which was compared with the population of the city, 
salability of the merchandise, and general trade conditions 
in that locality. In each instance, originality also counted 
for much. The competition did a great service for the 
display field—it brought to light the fact that can not 
be disputed—WINDOW ADVERTISING MAKES THE 
PASSER BUY. 





WHITNAH TO ADDRESS RETAILERS 

R. T. Whitnah, display manager, Crosby Bros. Com- 
pany, Topeka, Kansas, will address the American Associa- 
tion of Retailers at their annual convention in St. Louis, 
February 10, on the subject of “The Importance of Win- 
dow Display.” 

It is, indeed, a compliment, to the display profession 
to have one of their number address such an important 
gathering. 


Battling Public Indifference 


(Continued from page 63) 


wrote home telling his mother how bad conditions were, 
that he was out of a job and he’d appreciate it if she could 
let him have $25 for a short time. On the other hand, the 
successful boy wrote home telling his mother that he had 
been promoted and was given a substantial raise and 
that he was happy to be able to send the first result of 
his I. C. S. course to her. 

It so happened t! particular display was featured 
by one of our salesmen on Mothers’ Day. Hardly had the 
window been completed before a woman appeared on the 
scene wearing a faded black bonnet with narrow strings 
tied under her chin. She peered first at one boy in the 
display and then at the other, taking time to read both 
letters. Then a wistful look came over her face as she 
pointed to the successful lad and said, “I’ve one son like 
that,” and turning toward the other picture, “And three 
like that.” 





ELECTRIC NOVELTY DISPLAY IS DISCONTINUED 

A false alarm of fire stopped the plans of Gimbel 
Brothers, of Milwaukee, in showing the city something new 
in electrical effects. For the Christmas season, colored 
lights were cast on a wall of steam. The effect was 
erected on the roof; and some individual, thinking there 
was a fire, turned in an alarm. It was then decided to 
discontinue the display. 
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With the New York Displayman 


(Continued from page 75) 


ingdale Brothers traversed a long esplanade bordered by 
abodes and characters familar to Mother Goose fans. 

Next to Santa’s own subdivision was a cottage in the 
form of a pumpkin. There was ® window, a door and a 
flight of steps in or attached to this vegetable bungalow 
as well as leaves and a vine. In front was seated an eccen- 
tric individual playing on a small wind instrument. Be- 
hind was a hill and silhouetted against the heavenly orb — 
that looked over the hill was a scarecrow. 

In another section was the shoe inhabited by the old 
woman. Between was the agile cow, jumping without re- 
spite over the moon. She apparently made the moon 
nervous because his eyes rolled wildly all the time. 

At Lord & Taylor’s, Santa held forth in a dignified 
cloister, of which a comfortable fireplace was the focus. 
Stockings were hung there. There were floor lamps at 
the sides of the hearth and little Christmas trees on shelves. 
Through realistic windows a snowstorm was seen to rage 
and the snow was piled on the sills. A neat fence in 
yellow and blue ran along the front. 

The patron of Christmas joy had his office in a tidy and 
decorous cottage at McCreery’s. He sat in front of a 
fireplace. At the side of it were tongs and other utensils; 
there were cheery pictures on th walls and odd little figures 
sprawled around the floor. A big letter box for corre- 
spondence with Santa stood at one side, and a table at 
Santa’s right held advertising matter of interest to Christ- 
mas shoppers. 

A canopy at the middle of a platform sheltered the chair 
occupied by Santa at Wanamaker’s. Rows of lights that 
came and went in electric candles were attached to the 
columns adjacent to the canopy to mark the course to 
Santa’s haven. 

Just so suddenly as did the windows blossom forth 
with trims of small’gift items did they change to a showing 
of apparel, immediately after the festive Christmas day. 
Apparel for resort wear, both summer and winter or 
northern and southern, were shown in profusion during 
the last few days of December. 





OUTERWEAR ASSOCIATION ISSUES YEAR BOOK 

The National Knitted Outerwear Association has an- 
nounced publication of a 1925 Year Book, the first of its 
kind ever published in this particular field. It promises 
to be exceptionally attractive. 











Position Wanted 
By Display Manager 


of one of the largest department stores of the 
Middle West in city of a million population. 
Photos and references submitted on request. 


Address “S. L.” 








Care The DISPLAY WORLD 

























POSITION WANTED 


Young Man, 23, wants position in progressive 
store where he can assist window trimmer and make 
some cards. Salary secondary to good opportunity ; 
good references; will go any place. 

Address “E. B.” Care The DISPLAY WORLD 
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A Few of the Prominent Users 
Wax Figures 



































MANDEL BROS., 
Chicago. Allan H. Kagey, 
Display Manager. 


SAKS, Fifth Avenue, 
New York. Andrew Elder, 
Display Manager. 





Oval, UPPERCU-CADILLAC CORP., 
New York. Display arranged by George A. Smith, 
of New York. 


Left, MARSHALL, FIELD & CO., Chicago. 
Arthur V. Fraser, Display Manager. 


























STIX, BAER & FULLER, St. Louis. 
H. H. Tarrasch, Display Manager. 


Oval, A. I. NAMM & SON, Brooklyn, N. Y. 
Charles DeVausney, Display Manager. 


The illustrations above represent but a handful 
of the many wonderful window displays in which 
Palmenberg wax figures have assisted in the year 1924 


J. R. PALMENBERG'S SONS, INC. 


Founded 1852 


63-65 West 36th Street, New York 


CHICAGO BOSTON BALTIMORE SAN FRANCISCO 
204 W. Jackson Blvd. 26 Kingston Street 122 W. Baltimore St. 11 First Street 
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"Wy Worder | How to , ebeeese 
Your Business for 1925? 


Better Window Displays is the Solution 


Thousands of merchants have proven ’ 
to themselves that Adler-Jones Deco- 
ratives, used in conjunction with their 
displays, produce more business. Why 
not let their experience guide you? 
The enormous volume of Christmas 
business entrusted to us proves that 
Adler-Jones Decoratives produce 
results. 


“The Guide to Better Window Displays” 


the new Spring and Summer catalog 

of everything decorative for the store 

interior and display windows, will be 
ready about February 5th. 


Write for your free copy. 


The Adler-Jones Company 
649 South Wells Street 
CHICAGO 











PSSA ee 


GOSA uv 4 % 


Awe POLY 


Sa. 





\\iy ZS SO Se a — \ew fi 

WN WZ S32 

SOMERS <i We Bs ous WN aes fee. = 
— 7 i @ 


ES 
— pe VE 
4 W278 


{3 


SN 
> 
fy. 

> 

: = 


~~, 
& “$A Ai % 
Le <O)-4 


VAIN 
AS ' 
\/ 
5) 





AS SR ee et LE ES A PRS RA OO Ba ae A rE) 





